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Summary 
 
   Aside from being a world leader in technology and manufacturing, Tokyo is one of the world’s 
hubs for fashion, art and music. Tokyo has it all: From festivals gathering tens of thousands of 
people, to street artists, weekend nightclubs and so called “live houses” where local artists come and 
perform daily in front of a small crowd averaging a hundred people. In fact, the music industry in 
Japan, with a 220 Billion Yen revenue in 2015 is the world’s 2nd largest music industry after the US.  
Every year a multitude of worldwide stars and legends from all generations, come and perform in 
front of tens of thousands of fans in Tokyo’s cult music halls.  
Any event experience starts with the purchase of a ticket. With the emergence of internet, online 
booking, and online tickets this process has become very easy and straightforward in all the main 
cities in the world. However, in Japan, four issues stand out:  
1- Most local bands selling under 500 tickets per event do not sell tickets online: 
Less than 10% of live houses, who represent more than 40.000 tickets sold per month 
(100.000.000 Yen), sell their tickets online. 
2- Many festivals gathering around 10.000 people sell all their tickets via bank 
transfer to avoid the high commission prices of ticket operators. 
  
3- Organizers are unable to reach more foreigners effectively through the current 
channels Tourists and foreigners alike miss out on the concerts and other sorts of events in 
Tokyo . 
In order to solve these issues, I have decided to start up an online ticketing company in Tokyo. 
This thesis is divided into two parts:  
1- Part One: This part describes the action Learning experience starting a business in Japan to 
solve the ticketing problem in Tokyo, finding the right business model using the business 
model canvas, testing assumptions and adjust the business according to the results. This 
segment shows highlights of the progress of starting Tikemon, an online ticketing service in 
Tokyo, together with the challenges and the learning outcome from them. 
2- Part Two: This part is the business plan drafted after getting the results from action learning, 
together with market research and analysis. It handles all aspects of the startup : from 
concept, to market plan and financial projections. 
Tikemon is looking to solve the above problems and enhance the ticketing experience in Japan by 
being an easy-to-use bilingual ticketing and promoting platform focused on local events.  Tikemon 
handpicks the best events, ranging from concerts and exhibitions to the craziest happenings in town, 
and offers users a simple and enjoyable way to discover these events and purchase tickets in seconds. 
Whether living in Tokyo or just visiting, Tikemon makes sure no one misses out on any opportunity 
to have a blast and experience the heart of the city to the fullest. 
Tikemon’s main business model is very simple and based on a commission on each ticket sold. On a 
later stage, Tikemon will be able to create extra revenue streams by offering extra services to both 
customers and organizers, like a preselling of discounted items for events.  
Our success will revolve around four pillars: maintaining an innovative digital platform compatible 
across all devices, offer a variety of high quality events daily, have a strong online presence and a 
large community, and a robust analytics and reporting system to gather and understand all relevant 
data. Each of the three key management members of the team will be have the responsibility of his 
center of competences and optimize the efficiency of the cooperation.  
By limiting its scope of activity to Tokyo, Tikemon will break-even 6 months after its official launch. 
  
However, Tikemon has the potential to reach the objective set in becoming a regional and world 
reference in terms of ticketing: after gathering 40% of our targeted organizers in Tokyo, we will 
expand in the second year of operation to Osaka, followed by a regional expansion in Seoul, Taipei, 
Manila and Shanghai. The envisioned objective in 4 years is to be ready to cover operations in 6 
cities and reach a total sales of JPY 10B. A total capital of 45,000,000 JYN will be required to 
launch this revolution in the ticketing industry. 
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CHAPTER 1. INITIAL MODEL AND ASSUMPTIONS 
Section 1. PROBLEM IDENTIFICATION 
Shortly after coming to Japan in September 2012, I wanted to discover the city more and 
attend events off all sorts. Being a big music enthusiast, I was looking for concerts and various 
music events to attend. Looking online for events, I was surprised to find out that there is no way for 
me to discover events and even more to buy tickets. At the time I did all my research on the internet 
in English, so I thought that all websites were focused on displaying all their content in Japanese. 
Shortly after, with the help of a friend, I was introduced to the current websites offering ticket sales 
in Japan. I was shocked and annoyed by the lack of simplicity in those websites. I decided to explore 
the opportunity of starting my own ticketing website. I thought then that for a huge industry like this 
one, there must be a multitude of niches one can focus on in order to grow a successful company.  
Section 2. INITIAL BUSINESS CANVAS  
In order to structure my ideas and weight both the opportunity and the feasibility of such a 
project, I followed the structure of the Business Plan Canvas. The Business Model Canvas, initially 
proposed by Alexander Osterwalder and Yves Pigneur in 2009, is a strategic management and lean 
startup template for developing new or documenting existing business models. It allows to visually 
describe, design, challenge, invent, and pivot one’s business model. I laid down all my assumptions 
on a board in order to know where to start to accept of refute those assumptions[Appendix 1].  
I started with the following model and assumptions 
 Key Partners:  
A way to reach each those partners has to be found and a strong relationship is important to 
the success of the business. Since our business model is simple, partners are the organizers and their 
community. I do not have any contact yet, but I hope I can meet interesting organizers through the 
Waseda network.  Key suppliers are mainly the payment gateway provided and the bank to process 
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payments. As a business with small margins but high sales, it should be very attractive to payment 
gateways. 
 Key Activities  
After building the website, it is important to maintain all the information in both English and 
Japanese to be able to gain a broader audience and keep consistency. Moreover the challenge will be 
to keep the website filled with good events, so constant effort to reach out to new events and 
organizers has to be made. Since our aim is to become the destination for every student who wants to 
go out, we should have a committed and active community that we should nurture online through a 
strong social media presence, as well as through strong offline activities, like Tikemon hosted events 
for our community. 
 Key Resources 
The main resources needed are a strong contact within the event industry to populate the 
website constantly with valuable content, and a strong tech expertize to be on top of the industry in 
terms of technology and innovation. The key to get those two main resources is through finding the 
right partners: One partner which is involved in both the entrepreneurship scene and the events scene, 
and another with strong experience in building online platforms. 
 Value Proposition 
TIkemon offers students and new grads in Japan tickets at discounted price for their favorite 
events in Tokyo and Japan. Events are guaranteed to satisfy guests. The process to discover events 
and buy tickets is very easy.  
For organizers, Tikemon offers them a way to sell their unsold tickets 48 hours before their event 
date to make sure there is maximum utility of their event. It is easy and free for organizers to 
promote their events on Tikemon and they get paid quickly (before the event when possible)  
 Customer Relationship 
Customers either know about the event and go on Tikemon to buy a ticket, or discover the 
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event through Tikemon. For the first option, considered as a “Pull” , organizers post a link that 
redirects customers to the event’s page on Tikemon so that they buy their tickets. We transform them 
into users in the process. For the latter, we need to “push” customers and reach them through our 
online communities and offline through events and flyers. We can keep customers involved by 
sending them newsletter monthly, or notifications when events similar to what they like are on. 
 Channel 
We will sell everything online through our website, our social media pages and our blog. 
 Customer Segment 
We should target the people who are open to new experiences, like to go out and are tech 
savvy. Our primary target would be International students, followed by Exchange students, Local 
students and finally outgoing newly graduated people. So basically in the 18-25 age range. 
 Cost Structure: 
The main costs associated, aside from salaries would be: 
o Building the App + Website and their maintenance 
o Payment gateway fees 
o Marketing efforts to reach new customers 
 Revenue Streams 
The industry trend now is to allow organizers to post their events free of charge and charge a 
commission per ticket sold. A quick look at competitors shows a pricing of 3% of ticket price + 
100Y per ticket to be the cheaper price for organizers on the market. If our aim is to gain maximum 
market share when we enter we should price in a similar range. 
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The following Canvas has been drafted based on the previous assumptions. 
 
Table 1-1. Initial Business Model Canvas for Tikemon 
Key Partners 
- Organizers 
- Promoters 
- Student Clubs 
- Event Venues 
- Payment 
Gateway 
- Bank 
 
Key Activities 
- Japanese + 
English 
- Constant 
contact with 
organizers 
- Tikemon Events 
- Strong Social 
Media Presence 
Value 
Proposition 
- Guests: Student 
Focus 
 -Last minute 
tickets 
 - Discounts 
 - No added fees 
   -Simple 
process 
 - Handpicked 
events 
- Organizers:  
 - Focus on 
empty seats 
 - New Market 
 - Cheap Price 
 - Fast Payment 
Customer 
Relationships 
- Pull: Tikemon 
event link posted 
by organizer 
- Push: Strong 
online 
Community 
- Events + Flyers  
Customer 
Segment 
- International 
Students 
- Exchange 
Students 
- Local students 
- Outgoing new 
Grads 
 Key Resources 
- Contacts with 
event industry 
- Strong tech 
expertise 
Channel 
- Google (Google 
Ads + strong 
SEO) 
- Social Media 
- Blog 
Cost Structure 
- Website + App building + maintenance 
- Payment Gateway fees 
- Marketing fees to reach customers 
Revenue Streams 
- Commission on Ticket: 3% + 100Y 
- Free to create event 
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CHAPTER 2. ASSUMPTIONS TESTING AND VERIFICATION 
Section 1. ASSUMPTIONS TESTING ACTION PLAN 
In order to test the previous assumptions, assumptions, the following action plan was drafted 
 Key Partners:  
o Discuss process with organizers to see if there is any part missing 
o Look at competitors’ partners 
o Read about interested parties in Japan  
 Key Activities: 
o Question people weather English or Japanese is most important for the website.  
o See if organizers are scattered , if it will be easy to reach them, and how to reach them 
o Analyze the feasibility of hosting our own events 
o Analyze the efficiency and effect of Social Media in Japan by reading about the most 
influential channels  
 Value Proposition: 
o Send a questionnaire to students approve or disprove the importance of each point 
o Make a thorough competition analysis to make sure our value proposition is unique 
o Conduct interviews with organizers to see what their main problems and if our solutions 
would interest them 
 Customer Relationship: 
o Through the questionnaire, find out how people know about events and what makes them 
chose a service above another 
 Channel: 
o Launch ads on Google and Facebook with a limited budget to a temporary homepage to 
test the reaction of people to diverse ways of communication, as well as the price per click 
that we can estimate 
 Customer Segment 
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o The customer segment and Value proposition and inter linked. Changing one will change 
the other. We need to test through our questionnaire if students go out enough, if they are 
all tech savvy and use modern ways of payments. In addition I need to quantify the total 
number of international and exchange students to see if it is interesting enough.  
 Cost Structure 
o Estimate the cost to build the website and the app through talking to experts.  
o Compare different Payment Gateways and their costs by looking for options online. 
o Through small online Ads, estimate the cost per click and other cost metrics associated 
with online advertising 
o Ask people in the field if there is any other major costs to consider 
 Revenue Streams 
o Analyze competitors for all possible revenue streams 
o Design financial projections to see if such a revenue stream would be profitable enough  
Section 2. SURVEY 1 RESULTS 
In order to test some of my assumptions, I drafted a survey and interviewed students on 
campuses in Waseda, Keio, and Sophia University. The Survey was printed and distributed for 
students to fill in [Appendix 2].  
 
 
a. Survey Background Information 
A total of 100 students were surveyed in each school. I have chosen the printed version 
over the online version, because I noticed that although it is faster to gather and analyze the 
responses from an online survey, response rate is much higher with printed surveys. In fact, all it 
took was 2 days in each of the campuses, talking to students and meeting with them. More than 50% 
of students were open to fill in the questionnaire, which took around 5 minutes to fill in.  
b. Survey Results 
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 Q.3: Amount (¥) spent per year per person online 
 
Survey Results 
Nothing 70 20% 
1 - 5.000 89 25% 
5.000 - 10.000 89 25% 
10.000 - 30.000 57 16% 
More than 30.000 45 13% 
      
 
This question was about all types of products, not limited to events. Since people taking 
the survey didn’t know that it was going to be about tickets, they answered the question in 
general. Hence the importance to have this question at the beginning. To my surprise, results 
showed that less than 30% pay more than 10.000 JPY per year online, with as high as 20% 
having never purchased online. These results are not very favorable to the initial assumption of 
having students as a main target market. 
 
Q4: Events attended per year per person 
Survet Results 
0 51 34% 
1 - 2 60 40% 
3 - 4 13 9% 
5 - 6 10 6% 
7 - 8 13 9% 
9 - 10 3 2% 
 
Initially, for this questions I had only 3 values : 0-1, 1-3, 4-10, and more than 10. After 
doing the first test with 50 students around my campus, I realized that most were between 1-3, 
followed by 4-10. I therefore had to expand the values. During the interviews, I specified that 
events were any outing which is public (as opposed to private events at university clubs or 
within a circle) and payable. To my surprise, 34% never attend events and only 26% attend more 
Figure 2-1. Distribution of Amount (¥) spent 
per year online 
Figure 2-2. Distribution of number of 
events attended per person per year 
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than 2 events a year. A result which again is not very favorable for having students as primary 
target. It was a surprise to find out that university students to not attend many concerts or music 
festivals like in Europe or the US. When I asked “why?” most people answered that they either 
don’t like going out or that it is too expensive.  
 
 
 
 
 
 
Q4: Average amount paid per event 
 
Survey Results 
0 - 500 23 7% 
500 - 1.000 37 11% 
1.000 - 2.000 60 17% 
2.000 - 3.000 56 16% 
3000 - 4000 67 19% 
More than 4.000 97 28% 
 
The weighted price average of events attend by university students is around JPY 3500. 
This value is not very accurate however because there is no value for the price of events more 
expensive than 4000 JPY. Subsequent research showed that, especially for concerts there is a 
huge gap between local bands and global or Japanese famous bands, with tickets varying from 
JPY 3,500 for local bands to JPY 15,000 for the bigger concerts. To calculate the weighted 
average tickets above JPY 4,000 have been taken to be 10,000 JPY. It is interesting that 28% pay 
more than 4.000 JPY per ticket. More focus should therefore be given by Tikemon to this 
category of events. 
 
Figure 2-3. Distribution of Average amount (¥) 
paid per event 
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Q5: Information about events 
 
Survey Results 
Word of mouth 142 41% 
Facebook 127 36% 
Google 35 10% 
Event website 31 9% 
Other 15 4% 
      
 
Results show that around 40% know about an event and chose to attend it via word of mouth. 
This is normal since no one wants to go to an event alone usually. However it is surprising that 
only 4% chose “other” as an answer. This answer shows that there is no website popular among 
students that students use to find out about the hottest events.  
 
Q6: Method of buying ticket 
Survey Results 
At the door 112 32% 
At Kombini 127 36% 
Online 88 25% 
Other 23 7% 
 
 
Only one quarter of the students surveyed buy their tickets online. This number is very low if 
compared with the global trend , but Japan has been known to be slow on the credit card and internet 
payment penetrations. I thus expect this number to increase a lot in the 5 years to come. The 
preferred purchased method is the kombini method. Some tickets, usually for big events and 
exhibitions can be directly purchased from the Kombini via their POS machines. Using this method, 
customers get their ticket printed on the spot, which is convenient for both guests and organizers. If 
we want to focus on students then, we must seriously consider to accept Kombini payments, 
Figure 2-4. Distribution of respondents ways 
to know about events 
Figure 2-5. Distribution of place of ticket 
purchase 
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meaning that users can purchase the ticket on our website but then have to go to the nearest Kombini 
to make their payments and only then the purchase will be confirmed and the ticket sent to their 
phone (or printed at the store).  
 
Q7: Readiness to buy ticket online for 10% discount 
 
Survey Results 
Yes 331 94% 
No 19 6% 
 
 
 
This questions has been asked at the end of the survey to confirm the hypothesis that 
“student will prefer to purchase a ticket online than at the door if it is cheaper”. Results are very 
encouraging, however these answers might be a bit misleading because people usually say yes to 
any discount but when faced with the decision they might act differently. With 20% of surveyed 
people having never bought anything online, a 94% rate of “Yes” seems unbelievable. 
Encouraging nonetheless.  
 
c. Survey Results Conclusion 
The survey did confirm discount as being an important decision factor on choosing where 
to buy a ticket, students themselves have not shown to be the best target market to grow rapidly 
with Tikemon since they are not very active online with payments and do not attend many 
events pre year. Finally what’s encouraging is that people do not have a go-to website to 
discover events around them. That might be an area to expand on. 
 
 
 
Figure 2-6. Distribution of respondents 
ready to switch to online purchase 
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Section 3. BASIC WEBSITE CREATION AND HOSTING OF OWN EVENT 
To test whether TIkemon will pick up, I decided, before investing too much in the platform, to 
build a simple version and see how people will react to using such a website. With an initial 
investment of USD 500 for the design and USD 1000 for the development of the platform, I built the 
1st version of the website and was able to test the following  
1- Operation: Have an idea about the challenges that we will face during the 
operation 
2- Test online Ads 
3- Test how much people are ready to buy tickets online 
4- Assess feasibility of organizing own event 
Figure 2-7. Prinscreen image of Tikemon's first website 
 
Source: www.tikemon.com 
 
It took around 3 month to develop the website because of the limited budget I had. With 
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the help of friends from Waseda, I organized an event at the Color Club in Roppongi. In order to 
boost online sales, we have put the price to be JPY 1500 online as opposed to JPY 3500 at the door. 
For online payments, I used the PayPal account of a Friend’s company and guests were able to pay 
through Paypal (using either a Paypal account or a credit card) 
The results after the event were as follows: 
 250 People bought tickets online, out of 400 attendees 
 80% of attendees bought tickets in the last 2 days 
 Found out that built in QR scanners in cameras to not work very good in these 
conditions because since the place is dark, most phones automatically have their screen 
brightness to the minimum, which makes it difficult for normal QR scanners to scan 
properly  
 30% of purchases were for 2 tickets and above 
 30 people purchased but never attended 
 Only one person brought in a printed copy of his ticket. All the rest just showed 
their tickets from their phones 
 Website was not very appealing, and people had problem seeing content on 
mobile. 
Section 4. INTERVIEW WITH ORGANIZERS 
There are two categories of potential organizer partners; those who do not post their events 
online, and those who use one of our competitors. I therefore wanted to understand why some 
organizers do not post their events online and for those who do, what problem do they face and how 
can it be done better.  
First I met with five organizers who do not post their events online. For confidentiality purpose, I 
will mention each by his or her initials.  
 Interviews with organizers who never promoted online  
VL organizes weekly clubbing events for students gathering around 400 to 1000 guests on 
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each event, mainly international students. VL attends the SILS faculty at Waseda University. VL’s 
reason not to work with online ticket companies is that ticketing companies only pay her back days, 
sometimes weeks after the event takes place, and her agreement with the event venue is that she 
needs to pay on the night of the event. Same goes for DJ and other expenses. When I asked her if she 
would sign up with Tikemon if I could pay her before her event, she said “Yes”, and by the time of 
writing of this paper one of her events “Maharaja Weekend” is on sales on Tikemon. MS organizes 
upscales parties in Omotesando , mainly targeting foreigners working in the area. MS said that his 
events are very exclusive and that selling and promoting online would hurt his image. MS gets most 
of the attendees to his events through promoters which earn a kickback ranging from JPY 500 to JPY 
2000 per guest. Guests who come in under a promoter name get discounts as well (which means that 
margin decreases twice for the event organizer). When asked if this loss in margin wouldn’t be a 
problem, MS replied that event promotion is always expensive for exclusive events, and that since 
the extra cost associated with each extra guest is close to zero he doesn’t mind. He also added that 
people who pay less at the door tend to pay more at the bar. I asked MS if he would be interested in 
having a private page, which can only be accessed through a password on Tikemon to keep 
exclusivity but also start selling in advance. His answer way “Maybe, I’ll think about it”. Another 
organizer I met which uses the promoters model is KS, a student at Sophia University who organizes 
clubbing events on a monthly basis, mainly targeting student. He said that he once considered selling 
online using Peatix.com, but that his promoters opposed the idea because they thought it would take 
away from their commission if people can get a discount online, so they threatened to stop working 
with him if he does. I proposed to him that we give each promoter a “discount code” to distribute to 
his guests and they get a discount when they purchase through Tikemon. That way the organizer can 
track how much each promoter has contributed and pay him his commission accordingly. KS 
suggested that he will run this proposal to his promoters. TC is a pub owner in Roppongi. She 
organizes events more than 3 times a week, and allows individuals to rent out her space to host their 
own events. She has never sold tickets online because according to her she is not very “tech savy” 
and not very comfortable with all the new technologies (although her pub accepts Bitcoin payments). 
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She said she promotes her events through Facebook. I thus asked her if she would sell her tickets 
online if a website would “Magically” turn her Facebook events into an event on that website and 
tickets start selling without her making any effort, she joyfully said “Of course”. It is worth noting 
that this “magic” can be replaced by either bots or interns. Another issue she had was that most of 
the time, she is not the one organizing the event and the organizer pays her a fixed amount on each 
person that comes in. MO organizes exclusive parties with DJs from Europe on tour , which come 
and play in small private venues before or after the date of a big event. MO has a very loyal 
customer base that follow her events. She doesn’t sell online because her events sell for less than 
JPY 2000 and she is worried about the loss in profits. She added that none of the websites can 
represent her events. She doesn’t want her events to be associated with what she calls “cheap 
events”.  
 Interview with Organizers who promote their events online 
JK organizes events called Tokyo Pub Crawl every Friday and Saturday. Pub Crawl are 
events that target primarily tourists, but also foreigners in general. They gather 100-150 people on 
every event. They use Peatix to sell their tickets online, but JK complained that the Peatix scanning 
app doesn’t always work and they sometimes have problems to check guest’s tickets. He wished for 
a better, more efficient, and faster way to check-in guests on the go. Working with Peatix, they 
currently use QR codes to scan tickets. 
HN organizes and promotes events in Tokyo’s biggest nightclubs, like Womb and Ageha. I 
interviewed HN when he was selling tickets for his event “Taico Club” which he holds every year 
and sells more than 5000 tickets at around JPY 12,000 each. He sells his tickets online through his 
own website and via bank transfer. Users have therefore to reserve tickets online, then transfer the 
money to the event’s bank account within a certain period. Although inefficient, he prefers this way 
because he doesn’t want to pay 8% per ticket (would add up to more than JPY 4,5M). He said 
however that his main problem and current challenge is to diversify and enrich his audience by 
getting more foreigners and tourists to his events. He mentioned that he would not mind at all paying 
8% per ticket sold if the sales can be limited to foreign people. In other terms he is open to continue 
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using his system for locals but promote his event on a website that targets only foreigners. OY is a 
Waseda graduate that organizes events for Tinder, a global online dating platform. His events target 
mostly newly grads, but also students and tourists. He uses iFLyer to promote his events and sell his 
tickets. iFLyer specializes in club events and has been active since 2006. They recently started 
selling tickets on their platform and they have an active audience, but the problem, OY says is that 
they sometimes take up to one month after the event date to transfer the money to the organizer, and 
they price higher than normal; they charge 8% to organizers as well as JPY 240 to guests. He said 
that he would join Tikemon once we reach 10,000 customers because, working for Tinder, he cannot 
afford to work with a new inexperienced platform 
Section 5. COMPETITOR’S RESULTS ANALYSIS 
In order to have a fresher look about costs, growth potential and revenue stream, I looked at 
competitors like Peatix, eplus iFLyer, Tixee and Ticketpia. Ticketpia being the market leader, I 
analyzed their  financial results as well as their current activities on their website and came up with 
the following conclusions.  
1. Ticket Pia's sales increased by 9% in the last year (1.2 Billion USD of sales) 
2. Ticket Pia's gross margin is 8.5% (8.5% commission on each ticket sold) 
3. Cost of Sales commission (1.3% of Sales) is much higher than cost of promotion 
(0.5% of Sales). We can conclude that for Ticketpia, getting events is more expensive than 
getting users. In addition, they rely mostly on organizers to push for their sales.  
4. Ticket pia value their website software to around 1 Billion Yen (Information taken 
from Balance Sheet) 
5. Ticket pia have around 350 events on weekdays and 550 on weekends (include 
tickets to museums, exhibitions and parks…) 950 unique events per month (not including 
repetitions) 
6. On average each event sells for 800.000 JYN (Total sales / total events a year) 
7. Estimation: Only 30% of events are one-time events. Rest are recurring events 
 16 
CHAPTER 3. LAUNCHING THE COMPANY 
Section 1. FINDING THE TEAM 
Encouraged by the results of the first event, I decided to get started seriously with launching 
the startup. First I had to find a team to work with. Looking at my business canvas, I knew that what 
I needed most was a person with strong contacts in Tokyo, preferably someone Japanese that could 
communicate in both English and Japanese, as well as someone with vast experience in 
programming and product management to become the CTO. That person in my opinion didn’t need 
to speak Japanese much, but had to be settled in Japan because changing programmers is always a 
huge hassle.  
After attending entrepreneurship events and various gatherings, I met Mr Marcus Shlageter during 
an event in Nakameguro. Markus is a serial entrepreneur and own a marketing and communication 
company in Japan, and has strong connections in the event and fashion world in Japan. Although not 
Japanese, he has been living in Japan for 15 years, speaks the language fluently and is married to a 
Japanese woman. I decided to pitch my idea to him as well as the results from the first event. After 
three meetings we reached an agreement. Markus would take in charge the incorporation of Tikemon 
as a Kabukichi Kaisha (Ltd), the opening of a corporate bank account and the introduction of the 
main organizers in Tokyo, as well as potential investors. After agreeing on the terms of our 
partnership, we set up an action plan together. 
Next I had to find a potential CTO to take in charge all product and technical aspects of the 
startup. It was a difficult task, since it had to be someone based in Japan that would want to develop 
a website without getting paid in cash, but in shares. One of the resources I checked was the 
Embassy of Lebanon in Tokyo. I asked them if there is any person from Lebanon affiliated with 
computer engineering. They told me about one Anthony, a scholarship student pursuing a Masters in 
Computer Engineering at the University of Keio.  After several meetings with Anthony he accepted 
to join the team and we agreed on the terms. After that, I drafted a Shareholder Agreement and after 
a couple of edits by Markus, Anthony and my lawyer, the 3 of us signed it. 
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Section 2. INCORPORATING THE COMPANY AND OPENING A BANK ACCOUNT 
We hired Markus’ accountants to take care of the process of incorporation of the company. We 
decided to incorporate as a Kabukishi Kaisha (Ltd) because it gives credibility and is favorable for 
future investments. The process took a bit more than 2 months, but there was no issues with it. 
Opening a bank account however has been a nightmare. In fact, we tried 4 different banks (MUFG, 
Sumitomo, Mizuho and Japan Net Bank) and got our application rejected by all of them. Their 
reasoning was that we do not have a fixed private office (although we have a postal address) and do 
not have any sales yet. This was inconvenient to us because technically we need the bank account in 
order to generate sales. We tried again once the website was ready, but the bank in question (MUFJ) 
was using Internet Explorer 8, a 7 years old browser that could not process our website. After trying 
many times with no success, we decided to use Markus’ company’s bank account, so that we can get 
started without further delay. 
Section 3. CHOOSING THE RIGHT PAYMENT GATEWAY SERVICE 
A payment gateway is an e-commerce application service provider service that authorizes 
credit card payments for e-businesses, online retailers, bricks and clicks, or traditional brick and 
mortar. Choosing the right payment gateway early on is important so that we can consider its API 
(Application Program Interface) while building the website architecture. In order to make a decision, 
we set up the following comparison table of the main payment SDKs operating in Tokyo. 
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Table 3-1. Comparaison of the main Payment Gateways in Tokyo 
 
Although we initially chose Webpay because of the price advantage and because they are a 
startup and operate only in Japan. We thought we could create a good partnership with them. After 
trying to implement Webpay into our website, Anthony our CTO faced a huge challenge because 
Webpay do not provide any SDK nore any assistance in English. We thus opted to wait for Stripe to 
start its operation and use them as a payment gateway. Stripe is more expensive at first, but we could 
negotiate a better price with them later on. In addition, they operate globally, which will facilitate 
our expansion. Stripe also allows to customize the payment page and integrate it within our own 
branding, and also has many added features and update their platform regularly.  
 
Section 4. CHOOSING THE RIGHT BRANDING 
In order to chose the right branding: Name and Logo, we printed name Tikemon , and the 
logo and surveyed friends and people in our environment. We found out that the name “Tikemon” 
got a lot of success because it reminds people of “Pokemon” and has a cute tune to it. It is also easily 
pronounced by Japanese (Pronouced “Chikemon”). The logo however had mixed reviews, but 
mostly negative ones. 
 
 Service 
Name 
Works in 
Japan 
Set up 
price 
Monthl
y price 
% per 
purchase 
Fixed per 
purchase 
Bank 
Transfer 
time 
Special Mention 
Stripe Soon 0 0 3.6 0  2 days   
Boku Yes           carrier billing 
Veritrans
3G 
Yes 1000 200 0 0.15  5 days to 2 
weeks 
  
Veritrans 
Air 
Yes 0 0 3.2 0   5 days to 
2 weeks 
  
Webpay 
starter 
YES 0 0 3.25 0 End of 
month 
JCB, AE and Dinner Club 
are : 3.4%+10Y 
Webpay 
Pro 
Yes   98 2.69 0 End of 
month 
JCB, AE and Dinner Club 
are : 3.4%+10Y 
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 Positive Review Negative Review 
 
 Cute 
 Nice Colors 
 A bit crowded 
 Tikemon makes us 
think of Monster 
more than Monkey 
 Doesn’t look very 
digital and young 
 
We thus decided to try a different logo with same colors but focusing more on the 
“Monster” of Tikemon. We printed out and also asked people for their reviews. We got the following 
results 
 Positive Reviews Negative Reviews 
 
 Creative 
 Reminds of 
Pacman 
 
 A bit scary 
 Does not give 
sensation of 
trust (to choose 
events for you) 
We tried making the monster look more Joyful but the result was too goofy. We went on to 
try something more “trustworthy”. The result was once again tested and the results were as follows. 
 
 
 
 Positive Reviews Negative Reviews 
 
 Reminds of a concierge 
 Upscale 
 Trustworthy 
 Reminds of event host 
in Moulin Rouge  
 Simple 
 “T” for Tikemon on 
hat not very visible 
 Many female 
respondents felt it to 
be too “manly” 
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We decided against that one because we want to target both men and women. Next, we 
asked  Elie Gemayyel, a Lebanese graphic designer specialized in logos and brand identity to 
design a logo for Tikemon. He suggested the following logo , trying to integrate the monster in the 
logo by still not being seen as “scary”.  
 
 
 
 
 Positive Reviews Negative Reviews 
 
 The mon looks like a 
map of Japan 
 Very creative 
 Monster doesn’t show 
at first but once we 
see it we cannot 
“unsee” it anymore.  
 Didn’t know how to 
read it at first 
 Monster looks like a 
Dinosaur more than a 
monster 
 
 
Despite all the positive reviews, we opted against it after trying to integrate it with our website. The 
logo was cumbersome for the designer to implement in all our products. We needed something more 
simple and more minimal. We therefore finally opted for the following, after getting a lot of positive 
response.  
   
 
 3 lines represent the claw of a monster 
 Lower Part shows an “m” and the “T” is the 
middle horizontal black line and the white small 
vertical line under it 
 Some people saw 3 cigars, which gave them an 
impression of upscale 
 Very Minimal and simple design 
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CHAPTER 4. REVISING THE BUSINESS MODEL CANVAS 
Section 1. NEW PROPOSED TARGET MARKET: FOREIGNERS LIVING IN TOKYO 
After testing assumptions, we concluded that our target market and value proposition do not 
match perfectly. For that reason we decided to test a different target market: Tourists and Foreigners 
in Tokyo. To get to know better their problems as well as expectations we surveyed 62 non-Japanese 
who have been in Japan for 2 years or less. We used the same survey format as before but changed 
some of the questions[Appendix 3]. The results were as follows 
 
a. Survey Results  
 
 Q.3: Amount (¥) spent per year per person online 
 
Survey Results 
Nothing 3 5% 
1 - 5.000 4 7% 
5.000 - 10.000 11 18% 
10.000 - 30.000 25 40% 
More than 30.000 19 30% 
      
 
 Compared to Japanese students we notice that foreigners tend to spend much more money, 
with only 5% of the surveyed people who never purchase goods or services online. 
 
 
 
 
 
 
Figure 4-1. Distribution of Amount (¥) 
spent per year person online 
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 Q.4: Period of stay in Japan 
Survey Results 
1-10 days 4 6% 
10-30 days 16 26% 
1-6 months 7 12% 
3-6 months 9 15% 
6 months - 2 years 25 41% 
      
 
This question’s purpose is to know the limitations of my survey. This does not represent in 
any way the current ratio of visits in Japan.   
 
Q.5: Number of events attended in Japan 
Survey Results 
0 9 14% 
1-3 12 20% 
4-6 15 24% 
6-9 22 35% 
More than 9 4 7% 
 
65% of respondents would go to at least 3 events during their stay in Japan. This shows 
that foreigners and visitors are more pushed to go out and discover the city through events.  
 
Q.6: Way to know/hear about events (multiple answers) 
 
Survey Results 
Word of mouth 24 38% 
Facebook 26 42% 
Google 5 8% 
Event website 2 3% 
Event discovery site  15 24% 
Other 14 22% 
Figure 4-2. Distribution of the period of stay in 
Japan among respondents 
Figure 4-3. Distribution of average number of 
events attended by foreigners in Japan 
Figure 4-4. Distribution of ways of getting 
information about events  
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From the previous survey, we learned that this question is better asked as a “multiple 
answers” question since people often learn about events in different ways. We noticed that 24% 
already use an event discovery site. While asked about what website that is the answer in half of 
these cases was “residentadvisor.com”. Residentadvisor is a global website which sells tickets for 
clubbing events worldwide , focusing on famous DJs world tour. 70% of people who answered 
knowing about event from discovery site were people in Japan for less than 30 days. They actively 
look which famous DJs are in town so that they can experience the best Japanese nightclubs.  
 
Q.7: Place of purchase of ticket 
 
Survey Results 
At the door 20 32% 
At Kombini 5 8% 
Online 28 45% 
Other 1 2% 
 
Foreigners are more entitled to buy tickets online because they find the Kombini process 
cumbersome, specially for those who can’t speak Japanese since content is displayed only in 
Japanese. In fact,  up to 45% purchase tickets and my guess is that this number would be higher if 
there was more tickets available to be sold online.  
 
Q8: Is there anything you wanted to see/do in Tokyo but couldn't ? 
 
Survey Results 
Yes 20 32% 
No 42 68% 
 
 
Figure 4-5. Distribution of ticket purchase 
place  
Figure 4-6. Distribution of respondents who wanted 
to see/do something in Tokyo but couldn't ? 
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More than 30% still feel that they want to discover something new in Japan. This value is 
spread among all respondents, regardless on their period of stay in Japan. When asked about what 
such event was, a lot of the answers were around the themes of “Jpop”, “Sumo”, “Samurai”, “Anime 
people”, and “Robots”. 
 
Q9: Why were you not able to do/see what you wanted in Japan?  
 
Why were you not able to do/see what you wanted in 
Japan?  
Lack of information 6 32% 
Couldn’t find ticket 4 18% 
Too Expensive 2 9% 
No time 2 12% 
Other 1 6% 
 
Although just 20 people answered this question (Only the ones having answered “Yes” to the 
previous question), their answers show that lack of information about events and tickets are the main 
reason why they missed out on events in Tokyo. 
 
b. Survey Results Conclusion 
The survey showed positive results for considering foreigners in Japan as a customer segment to 
focus on since they are very outgoing, at ease with online payments and suffer from a lack of 
information and ease of access to tickets. 
 
Section 2. UPDATE OF THE BUSINESS MODEL CANVAS 
After conducting many tests and research to approve or disprove our assumptions, the 
business model canvas was revised (Exhibit 3) and a new Business model canvas has been drafted. 
The main changes were as follows  
Figure 4-7. Distribution of reason of 
missing activities in Japan 
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 Key Partners: 
o Remove “Student Clubs” and add, tourist websites and Lifestyle websites + magazines as 
key partners 
o Add banks as key suppliers. This has proved to be a challenge since banks so have decline 
all our applications to open an business account for Tikemon KK. 
 Customer Segment: 
o Move focus from students to foreigners mainly because of survey results  
o Divide foreigners into tourists, business travelers (few days stay), internship and exchange 
program travelers (6 – 12 months stay) 
 Cost Structure: 
o Looking at competitors financial results, more emphasis should be put on commission cost 
used to acquire new events 
o For new market opportunities extra cost should be considered to enter into new markets 
 Revenue Streams: 
o Looking at competitors pricing as well as payment gateway costs, commission on tickets 
should be increased to 5% + JPY 100 to penetrate the market and later on increased further 
more.  
 Value Proposition: 
o The main value for guests would be to discover local events and purchase tickets easily 
with an easy payment method 
o The main value for organizers is targeting foreigners, ease to setup and event and early 
payments. Less importance have been given to analytics. 
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Table 2 Tikemon updated Business Model Canvas.  
Key Partners 
- Organizers  
- Promoters  
- Event Venues 
- Payment 
Gateway 
- Bank 
- Tourist Websites 
- Lifestyle 
websites + 
Magazines 
 
 
Key Activities 
- Japanese + 
English  
- Constant 
contact with 
organizers  
- Tikemon Events 
- Strong Social 
Media Presence 
Value 
Proposition 
- Guests: 
Foreigners  
Focus 
   - Discounts 
   - Simple 
process 
   - Handpicked  
events 
- Organizers:  
   - Reach 
foreigners 
   - New Market 
   - Cheap Price 
   - Fast 
Payment 
Customer 
Relationships 
- Pull: Tikemon 
event link posted 
by organizer 
- Push: Strong 
online 
Community 
- Events + Flyers  
Customer 
Segment 
- Tourists  
- Business 
visitors 
- Internship 
visitors 
- Foreigners 
living in Japan 
- Outgoing 
Japanese people 
 
Key Resources 
- Contacts with 
event industry 
(Markus) 
- Strong tech 
expertise 
(Anthony) 
Channel 
- Google (Google 
Ads + strong 
SEO) 
- Social Media 
- Blog 
- Lifestyle 
magazines 
Cost Structure 
- Website + App building + maintenance 
- Payment Gateway fees 
- Marketing fees to reach customers 
- Get events: Commission 
- Expansion to new markets  
Revenue Streams 
- Commission on Ticket: 5% + 100Y 
- Free to create event 
 
Once the new Business Model canvas was created, the next step was to design a fully 
developed business plan.  
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CHAPTER 5. TIKEMON BUSINESS PLAN EXCECUTIVE 
SUMMARY 
Aside from being a world leader in technology and manufacturing, Tokyo is one of the world’s 
hubs for fashion, art and music. Tokyo has it all:  From festivals gathering tens of thousands of 
people, to street artists, weekend nightclubs and so called “live houses” where local artists come and 
perform daily in front of a small crowd averaging a hundred people. In fact, the music industry in 
Japan, with a 220 Billion Yen revenue in 2015 is the world’s 2nd largest music industry after the US.  
Every year a multitude of worldwide stars and legends from all generations come and perform in 
front of tens of thousands of fans in Tokyo’s cult music halls.  
Any event experience starts with the purchase of a ticket. With the emergence of internet, online 
booking, and online tickets this process has become very easy and straightforward in all the main 
cities in the world. However, in Japan, four issues stand out:  
1- Most local bands selling under 500 tickets per event do not sell tickets online: Less than 
10% of live houses, who represent more than 40.000 tickets sold per month (100.000.000 
Yen), sell their tickets online. 
2- Many festivals gathering around 10.000 people sell all their tickets via bank transfer to 
avoid the high commission prices of ticket operators. 
3- Organizers are unable to reach more foreigners effectively through the current channels 
Tourists and foreigners alike miss out on the concerts and other sorts of events in Tokyo . 
Tikemon is looking to solve the above problems and enhance the ticketing experience in Japan by 
being an easy-to-use bilingual ticketing and promoting platform focused on local events.  Tikemon 
handpicks the best events, ranging from concerts and exhibitions to the craziest happenings in town, 
and offers users a simple and enjoyable way to discover these events and purchase tickets in seconds. 
Whether living in Tokyo or just visiting, Tikemon makes sure no one misses out on any opportunity 
to have a blast and experience the heart of the city to the fullest. 
Tikemon’s main business model is very simple and based on a commission on each ticket sold. On a 
later stage, Tikemon will be able to create extra revenue streams by offering extra services to both 
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customers and organizers, like a preselling of discounted items for events.  
Our success will revolve around 4 pillars: maintaining an innovative digital platform compatible 
across all devices, offer a variety of high quality events daily, have a strong online presence and a 
large community, and a robust analytics and reporting system to gather and understand all relevant 
data. Each of the three key management members of the team will be have the responsibility of his 
center of competences and optimize the efficiency of the cooperation.  
By limiting its scope of activity to Tokyo, Tikemon will break-even 6 months after its official launch. 
However, Tikemon has the potential to reach the objective set in becoming a regional and world 
reference in terms of ticketing: after gathering 40% of our targeted organizers in Tokyo, we will 
expand in the second year of operation to Osaka, followed by a regional expansion in Seoul, Taipei, 
Manila and Shanghai. The envisioned objective in 4 years is to be ready to cover three countries and 
reach a company value of 10,000,000,000 JYN. A starting capital of 40,000,000 JYN will be 
required to launch this revolution in the ticketing industry. 
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CHAPTER 6. MARKET ANALYSIS 
Section 1. INTRODUCTION: THE ONLINE TICKETING INDUSTRY  
While spending on concerts and other events slowed during the recession, the growing 
popularity of the internet has boded well for the size and profitability of the industry. Many existing 
participants are expanding their product and service offerings and extending their reach, while new 
entrants are catering to niche audiences and clients. As the economy slowly rebounds and consumers 
start to loosen their purse strings over the next five years, the number of event tickets purchased 
online is expected to rise.  
The Online Event Ticket Sales industry has a moderate degree of market share concentration. In the 
US, In 2015, the top four companies in the industry account for about 49.8% of the industry's 
revenue. Although the number of small websites that sell event tickets has been growing steadily, 
larger companies in the industry have continued to consolidate, a trend that has resulted in increased 
market share concentration over the past five years. For example, Live Nation, the largest company 
in the industry, merged with Ticketmaster in 2010; this represented significant 
consolidation. Companies related to the show business or music business in general are ready to 
spend big to acquire smaller ticketing companies in order to enter this growing industry and to create 
synergy with their existing services. A recent example is the recent acquisition of Ticketfly by 
Pandora, an online music streaming company in October 2015 for 450M USD (45Bn JPY). Globally, 
among all online tickets (flights, hotels, etc) it’s the online event ticketing industry that has grown 
the most, with 41% of online respondents buying tickets online in 2014, compared with 22% in 
2011.1 In Japan, Around 80% of the market is estimated to be controlled by 3 companies : Ticket Pia, 
Lawson ticket, and eplus.  
The online industry is definitely the most developing sector of all since all kinds of services 
have now been made available online and internet facilities are spreading worldwide, even in 
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developing countries. Since 2007, we have seen a transition from passive websites to active web 
services and applications, which by themselves are being customized to fit mobile and smart phones 
applications. In addition, there is a rise of the importance of Attention Economy, which is mainly 
about giving the consumer absolute choice, where they get to choose where their attention is being 
‘spent’. Relevancy here is the key concept since when the consumer is seeing relevant contents he is 
going to stick around, giving more opportunity to sell. 
Section 2. MARKET SIZE AND DISTRIBUTION OF EVENTS IN JAPAN 
In Japan, the online ticket industry has reached 250Bn JPY a year, 2nd in the world only to 
the 4.5Bn USD market2 (around 450Bn JPY). Ticket Pia leads with 138Bn 3JPY of yearly sales is 
leading the market by having around 55% market share. Ticket Pia hosts about 4500 events per year 
in Japan from various categories, namely: Music, Drama, Classical Music, Exhibitions and Sports.  
The following graph shows the distribution of events by genre in Japan. We notice that 48% of 
events are music relevant events. Analyzing the music events further, we notice that more than half 
are J-Pop and J-Rock concerts with around 1000 events per month. 27% of music tickets sold are of 
classical music genre.  
 
 
 
 
                                                        
 
3 Ticket Pia Financial Results March 2016 
http://corporate.pia.jp/news/%E3%80%904337%E3%81%B4%E3%81%82%E3%80%91%E6%B1%BA%E7
%AE%97%E7%9F%AD%E4%BF%A1%E5%85%A8%E6%96%8720160510.pdf 
 31 
Table 6-1 Distribution of events by genre in Japan 4 
 
 
Average number of events 
 per month 
Percentage of total 
Total 3632 100% 
Drama 688 18.9% 
Movie  84 2.3% 
Art 115 3.2% 
Classic  477 13.1% 
Sports 615 16.9% 
Music 1290 35.5% 
Other 366 10.1% 
Source: T.pia.jp for the months of June and July 2016. 
Table 6-2 Distribution of music events by genre in Japan 
  
 
Average per month Percentage of total 
Music (Modern + Classic) 1767 100.0% 
Modern 1290 73.0% 
jazz 65 3.7% 
J-Pop - J-Rock 926 52.4% 
Enka Japanese music 108 6.1% 
Anime Song 5 0.3% 
Chanson 9 0.5% 
Western 95 5.3% 
Folk music 8 0.5% 
festival 31 1.7% 
Music Other 46 2.6% 
Classic 477 27.0% 
Orchestra  152 8.6% 
chamber music  199 11.3% 
Opera Vocal  41 2.3% 
Band  26 1.4% 
Chorus  12 0.7% 
Classic Japanese music 3 0.2% 
Festival 30 1.7% 
Classic Other  16 0.9% 
Source: T.pia.jp for the months of June and July 2016. 
 
Events take place throughout Japan, with uneven distributions. The following graph shows 
the distribution of events by region in Japan. We notice that with 38.2% of events happening in 
Kanto, it is not only the region with the most events happening every month (1795) but also the 
region with the highest density of people per event where there is one event for every 23,738  
                                                        
4 This table has been created by searching for events on the Ticket Pia website on the 29th of May 2016 
for the months of June and July. 
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people, as opposed to Chuubu with one event for every 200,146 people. The two prefectures  with 
the most number of events per capita are Tokyo and Osaka, with one event for every 10,038 people 
in Tokyo and 1 event for every 13,114 people in Osaka 
Table 6-3 Distribution of events by region in Japan 
 Jun-16 Jul-16 Average % of total Population Population per event 
Total 4777 4593 4697 100% 126,118,672 26,851 
Kanto  1869 1720 1795 38.21% 42,598,300 23,738 
Kansai 979 897 938 19.97% 22,757,897 24,262 
Chuugoku 645 684 665 14.15% 7,563,428 11,382 
Kyushu  456 463 460 9.78% 13,231,995 28,797 
Hokkaido  190 164 177 3.77% 5,383,579 30,416 
Shikoku 322 307 315 6.70% 3,847,120 12,232 
Toohoku 235 246 241 5.12% 9,020,531 37,507 
Chuubu 100 117 109 2.31% 21,715,822 200,146 
Source: T.pia.jp for the months of June and July 2016. 
Table 6-4 Distribution of events in Tokyo and Osaka 
 # events per 
month 
Population Population 
per event 
  # events 
per month 
Population  Population 
per event 
Tokyo 1329 13,340,000 10,038  Osaka 674 8,838,908 13,114 
         
Music  599    Music  385   
Drama  283    Drama  120   
Sports  115    Sports  76   
movies 30    movies 18   
art 22    art 4   
event  113    event  34   
Classical  167    Classical  37   
Source: T.pia.jp for the months of June and July 2016. 
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Section 3. TOURISM MARKET IN JAPAN  
Tourists are the main focus of Tikemon, especially during the first phase. The reason Tikemon 
will focus on Tourists is because it is a growing market, and they face an important big unsolved 
problem, which can be translated into a huge opportunity.  
1. Organizers wish to target tourists but do not have the right channel 
2. Tourists come to Japan with high expectations to try and see new and different 
things, but usually do not manage to see local exhibitions or concerts or events in general. 
According to the JNTO, the estimated number of international visitors to Japan in March 2016 
reached to 2.01 million (+31.7% from 2015), recording the highest figure on a monthly basis, and 
exceeded 2 million for the first time in history. 
Travelling and tourism, which have been always associated with exclusivity, luxury and 
expensiveness, have given place, with the rise of Internet technologies and extra cheap flights to a 
new market of inexpensive travelling.  In fact, nowadays long distance travelling is being more and 
more popular, due to the rise in safety and drop in price of these flights. Inexpensive travelling 
involves cheap flights or transportation means, cheap accommodations, cheap products and 
technologies and more importantly cheap, if not free planning options. 
Since the growing market of inexpensive travelling is mainly formed of students and newly 
employees with average income, there is an increase demand for nature activities and nightlife 
related events like concerts or clubbing.  
Tourists in Japan are estimated to spend in 2016 a total of 54Bn JPY on event tickets and tour 
guides(Exhibit 9)5. By focusing on English, Chinese and Korean languages, one can target 80% of 
that market by using English, Chinese and Korean. Tikemon plans to start its services offering 
English and Japanese and first, and then add Chinese followed by Korean. The reasons behind 
starting with English are mainly because that is the market with the most need for our product since 
                                                        
5 Consumption Trend Survey for Foreigners Visiting Japan(Jan 2015-Dec 2015) – Japan Ministry of Land, 
Infrastructure, Transport, and Tourism 
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they feel the most anxiety and cultural shock when coming to Japan, and becasue it is with Chinese 
the biggest language spoken by tourists. 
Table 6-5 Total spent by tourists in Japan in 2016 on entertainment 
TOTAL PAID FOR TOUR GUIDE  ¥20,436,262,570 
Total paid for sport/entertainment event ¥5,186,017,424 
Total paid for museum, gallery, zoo ¥19,506,047,281 
Total paid for other entertainment ¥9,160,269,485 
Total ¥54,288,596,759 
  
Total spending from English speaking  18,827,079,958 
Total spending from Chinese speaking  18,672,001,317 
Total spending from Korean speaking 8,140,445,676 
Korean , English and Chinese Total ¥42,896,378,999 
% from total spending  79.02% 
Source: Consumption Trend Survey for Foreigners Visiting Japan(Jan 2015-Dec 2015) – Japan 
Ministry of Land, Infrastructure, Transport, and Tourism 
 
Section 4. TARGET MARKET: GUEST AND ORGANIZERS 
Tikemon provides services to two main customers: guests and organizers/promoters organizng 
events in Japan. We have therefore divided our target market in these two categories. In fact, 
Tikemon is a two-time business. An increase in the traffic of users on Tikemon will motivate 
organizers to using our services, while an increase in the number of events will give users more 
choices and incentivize more people to rely on Tikemon to find their events. Once the momentum is 
launched, both markets will increase each other until saturation. 
A. Guests:  
We have identified our primary target market (in descending order of importance) as:  
1- middle-class tourists: Students or newly graduates who like to travel light, travel 
frequently(usually more than once per year),  like to discover new cultures  and would 
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usually travel for a duration of 5 to 10 day. They would look for a cheap, small hotel and 
they are wanting to pay around 900 JPY per day in Japan. They are used to pay by credit 
card. 28% of tourists between 20 and 30 years old and 70% coming to Japan for leisure, the 
total is around 20%, or 5 Million a year.  
2- Young businessmen and women coming for a training or exhibition: Those are youngner 
than high class tourists but less sensitive than middle-class tourists. However they usually 
have limited time in Japan and would like to make the best out of it. They usually stay in a 
fine hotel. Training and exhibitions represent 16%6 of the reason Europeans and Americans 
come to Japan. They are used to pay by credit card. In total, an estimated 2,5 Million 
foreign people come for training and exhibitions per year to Tokyo, representing 9.8% of 
all inbounds. 
3- High class tourists who work a lot during the year and who are looking for a getaway trip. 
Usually in their mid to high 30s. Although they could afford paying for a tour at a local 
tourist agent, they would rather plan it and customize it themselves. They are more likely to 
look for fancy hotels and book their evenings in advance. They are used to pay by credit 
card. They are willing to pay around 20,000 JPY per day. They represent 12% of inbound 
tourists, or around 3 Million people 
4- Foreign students living in Japan who by coming to Japan show that they like adventures and 
are extraverted. They look to get to know the culture better by paying the less money 
possible since being students they have a low income. If we estimate that every student 
travels home every 2 years, we then have 700,000 foreign students every year in Japan. 
Although they are represent they dont represent a lot and are price sensitive, they are very 
active and a lot of them are influencers. 
5- Sophisticated young Japanese professionals. Tikemon aims to expand to focus more on this 
segment after its first 2 years of operations, but they still represent a valuable target straight 
                                                        
6 Consumption Trend Survey for Foreigners Visiting Japan(Jan 2015-Dec 2015) – Japan Ministry of Land, 
Infrastructure, Transport, and Tourism 
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from the start. Those people are usually in their 20s or 30s, have well paid jobsin Tokyo, 
like fashion and art, and are fund of new discoveries. Like most of the Japanese work force, 
they do not have much freetime.  
 
By analyzing the total spent per year on events, museums tickets and tours in Japan by people 
between 20 and 40, using credit cards, having been to Japan less than 3 times, and are in Japan for 
leisure or training, we get a total of 13Bn JPY a year, with 47% coming from China and Taiwan 
alone, as can be seen in the following graph. 
Figure 6-1 Activity of travellers targeted by Tikemon 
 
 
B. Organizers:  
We have identified 9 main different types of organizers representing our target and we 
have listed them (in descending order of importance) as:  
 
1- LiveHouses: Venues that organize events, usually concerts, on daily basis. They promote 
upcoming artists and the atmosphere in these venues is usually very young and convivial. Their 
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management team is usually small and don’t dedicate much effort on promotion and communication. 
This is were Tikemon can be very helpful to them, especially to target foreigners. 
2- Promoters: Promoters are usually involved in bringing international artists to Japan , and 
also promoting specific local bands. They organize events in different venues but usually have their 
favorite venues where they organize most of their events.  
3- Night clubs which operate on a booking basis. They would like to be known outside Japan, 
and would benefit a lot from prepaid online bookings. They would also benefit from taking 
reservations for their VIP tables on Tikemon, a process that is currently done by phone, and thus 
tourists and foreigners don’t really have access to it.  
4- Restaurants and pubs who want to advertise to both residents in Japan and tourists. Again, 
table reservations are always a hassle, especially for non-japanese speakers. Usually, tourists have to 
ask the counter at their hotel to reserve a table for them. With the rise of services like AirBnB where 
there is no counter, tourists are more and more in need of an easy reservation system. Tikemon will 
not list all restaurants in town, but only up to 5 selected restaurants with special menus or features 
every day.  
5- Exhibition Organizers: In Japan, especially Tokyo and Osaka, there are a lot of 
independent artists, ranging from photographs to painters, sculptures or fashion artists. Those artists 
hold regular exhibitions, mostly for free. Those exhibitions have a high level of creativity and 
uniqueness.  
6- Ecotourism companies: Regional companies providing seasonal activities like ski trips, 
hikes, beach activities or other nature related programs. These companies represent the majority of 
the ecotourism in Japan but have a too little exposure outside Japan since they usually afford paying 
for expensive ads and have to experience targeting foreigners. 
7- Festival Organizers and event planners (sports, culture,…): Japan being  very rich in 
culture, has numerous large and small festivals and events taking place throughout the year. 
Organizers of such festivals need both an exposure and a platform that enables them to sell their 
tickets online. They are very interested in tourists which are great potential buyers.  
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8- Day trip planners: Those are companies that offer tourism programs on a daily basis. Their 
customers are limited since those who look for ready-made programs usually have their whole trip 
booked in advance with local agents. They would be very interested in finding a market of people 
not depending on any travel agencies and wanting to travel across regions in Japan.  
9- Museums and touristic sites wanting to advertise to both Japan residents and tourists.  
Figure 6-2 Segmentation of Tikemon Organizers market 
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CHAPTER 7. COMPETITION ANALYSIS 
The number of ticketing websites is increasing globally and Japan is no exception, though the 
market is still highly dominated by 3 major companies. Regarding our direct competitors, we can 
divide these competitors in 3 main categories: international ticketing websites with a branch in Japan, 
local websites focusing on personal and small events, and finally local websites focusing on big 
events.  As for indirect competitors, they are blogs, company websites, magazines, guidebooks and 
personal recommendation. 
1. International ticketing websites: Those are websites which operate in any country in the 
world. They are usually limited to one type of event. One of the most prominent websites in 
this category is residentadvisor.com, a website specializing in electronic music and clubbing.  
When famous international DJs come to Tokyo, tickets are usually sold via this website.  
2. Major local ticketing websites focusing on public events: Those websites control more than 
80% of the event ticketing industry in Japan. They are characterized by a strong sales forces 
focused on getting events on board, which enables them to host more than 3000 events per 
month. They are focused on security, safety and reliability, and offer all kinds of payments 
to the users (creditcard, kombini payment, payeasy, atm). People rely on those websites and 
trust in them. However, they lack a lot in design, user experience and flow. As a result, very 
few people use those websites to find out about events and usually access their ticket page 
from a link found on a different website (the website on the artists or the venues in most of 
the cases). Those websites , like ticketpia, eplus or Lawsonticket are focused on Japanese 
audience only. Because they are very concerned about safety, signing up requires a fixed 
address in Japan and a Japanese phone number and the whole process only happens in 
Japanese, with names and address required to be written in Kanji or Katakana. Their prices 
for organizers differ, but the cheapest package, eplus light is 5000 JPY per event + 8% of 
ticket price per ticket sold.  
3. Local event promoting websites: Some local event promoting websites like Clubberia and 
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iFlyer, which started as only promoters of events and artists, mainly focus on the electronic 
scene and nightclub events. Recently they both entered the ticketing business and offer 
ticket sales to some of their events. However still less than 10% of the events they promote 
currently sell their tickets through them. Iflyer currently makes organizers pay 8% of the 
ticket price per ticket sold and users pay an extra 140 JPY per ticket. This price is a bit 
above the industry average.  
4. Local and international ticketing websites focusing on private events: Those websites, like 
namely Peatix, a Japanese company, as well as Eventbride and Meetup which are 
multinational companies, focus mostly on private held events. They make it easy for anyone 
to post their events and start selling tickets in minutes. A lot of clubs and circles in 
universities use those services for example to sell tickets to their events. Peatix is currently 
leading in this category, having launched in 2011 and having promoted more than 30000 
events since. They raised 5M USD in March 20157, which helped them to dominate this 
category of events more in Japan. Events on peatix do include concerts and exhibitions, but 
mostly smaller events like Yoga or cooking classes, university club dinners, etc. Peatix uses 
e-tickets with each ticket having a QR identification and organizers can use the Peatix 
scanner app to scan the tickets at the door. This practice is the most spread nowadays, with 
Eventbride, Meetup, Residentadvisors, iflyer and others using it. Part of their strategy is to 
offer the cheapest price for organizers and are solely focused on generating profits from 
maximizing the number of their events online. They do not verify any event information, 
content or accuracy.  One of Peatix and such services disadvantages is that since anyone 
can post an event, events are not guaranteed to be successful or even to exist at all. There is 
no guarantee on the quality of the events, which , understandably deters big organizers to 
post their events there because it does not represent the image they require. In addition, the 
huge number of events and the diverse level of qualities  prevent those websites of 
becoming a go-to for users to discover event. As we can see from Peatix’s homepage for 
                                                        
7 http://techcrunch.com/2015/03/16/peatix-5-million-series-b/ 
 41 
example they are more focused on getting people to create new groups or events than 
making users discover new events. Peatix price for organizers is 4.99% of ticket price + 
99JPY per ticket sold 
5. New local ticketing websites and apps : A new wave of ticketing startups has emerged , with 
the likes of tixee, live3 and Livepocket. Those websites are focusing more on design and 
UX, currently available in both Japanese and English (although English is just google 
translate so it can be confusing in many cases). Those websites have still not reached the 
mass and are still unknown by most residents.  
6. Travel agents: Those are the tourist’s hometown travel agents. They are reliable and some 
people feel more comfortable when there is a human interaction. However these agents are 
expensive and they only offer predefined tours where customization of the trip is not an 
option. The use of travel agents  by tourists differs greatly with nationalities. Up to 40% of 
Chinese tourists use group tours and 16% purchase individual packages. However when it 
comes to European or American tourists, less than 15% use either group tours or packages. 
7. Website with a database and ratings of pubs and restaurants: Since we are planning to add 2 
or 3 restaurant menus every day, for tourists and Japanese curious people alike, we consider 
restaurant database websites like Yelp, Tabelog or even Tripadvisor. Yelp and Tripadvisor 
are very famous among foreigners, and Tebelog is very famous among Japanese. These 
websites are very reliable and well seen; however, they do not offer any booking options. 
8. Tourism guidebooks, blogs and travel magazines: 25% of our market uses guidebooks to 
plan their trips since they are cheap, easy to look in and could be referred at any time. 
However, this option obviously does not include booking. They constitute more of a 
reference than a concrete planning tool. Most famous magazines include Timeout Tokyo, 
and most famous blogs include japantravelmate.com, Gaijinpot, and Tokyo Cheapo. 
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The main added features of Tikemon are: 
 Simple and easy to use platform in Japanese and English (with Chinese and Korean to 
be added later on) 
 Personalized event discovery platform  
 Very modern and minimal design  
 Total compatibility across all devices (phones, tablets, PCs, any OS...) 
 Handpicked events to ensure satisfaction 
 A go-to place for any tourist or resident wondering how to spend his evening or 
weekend 
 A smart planning system. 
 Statistics and data for businesses about their clients. 
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CHAPTER 8. MARKETING AND SALES 
Section 1. THE MARKETING PLAN 
Being an online service, the main marketing vehicle for Tikemon will be electronic media 
advertising, especially through Google ads, Facebook page and viral videos on Youtube. In parallel 
we will hold offline marketing campaigns through events, flyers, and sponsorships.  
Tikemon’s branding strategy revolves around the idea of “Never Miss out“, which for tourists means 
that since they are only in Japan for a limited time and might never come back for a while, they 
should aim to live the city to the fullest. As for locals , the idea for never missing out is more of a 
lifestyle, meaning that Tikemon is an opportunity to discover new experiences and be spontaneous. 
In fact, Tikemon will focus on being spontaneous, with motoes like “Why plan? “. Although in the 
Japanese culture, people here are used to plan their schedules days and weeks in advance, Tikemon 
represents a more adventurous lifestyle where people are open for surprises.  
 
A- Online Marketing:  
 Facebook:  
o Advertise on Facebook to both gain more “Likes” on our Facebook page in order to 
foster our community, and to drive more traffic to our website.  
o Keep our community active by posting new images and videos every 2 days, 
focusing on events happening in Japan, or also interesting facts happening here. 
The page will be bilingual, in order to gather a bigger Japanese audience which will 
represent most of the returning customers, and to give a feel to tourists that this is a 
local website, not merely a touristic tool. 
o Host competitions for guest to win free tickets or other promotions. Competitions 
should be on the theme of “Never Miss out” or “Seize the day”.  
 Twitter: 
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o Presence on Twitter should be more frequent, with preferably 2 to 3 tweets a day. 
Tweets can be short and keep audience aware on what’s happening inside the 
company and with our events. (ie: The Tokyo Rock event has started, Miko 
Kumura is getting on stage, crazy vibe, eclectic audience) 
o Twitter can also be used to listen to customers complaints and problems and answer 
questions regarding our services 
 Youtube: 
o Post viral videos of Japan street artists or crazy happenings in Shibuya or other 
popular areas 
o Take videos during events and post 2 minute videos summaries 
 Blog:  
o Tikemon will have its own blog in English focusing on Japanese talents and artists, 
and promoting them worldwide 
o A special section will be focused on street artists where we will write about their 
their stories. An interesting thing about street artists in Japan as opposed to the US 
and Europe is that those artists usually sell their CDs on the streets and don’t just 
beg for money. A format similar to “People of New York” can be made, where we 
tell the story of one artist in English every week. 
 Google:  
o Focus on searches like “How to buy a ticket in Japan” or keywords like “Event” , 
“tour”, “what to do” , “where to go” followed by “Japan”, “Tokyo”, “Osaka” or any 
other city without Tokyo and Japan 
o Current searches of “Buying a ticket in Japan” show disappointing results as can be 
seen in the following screenshot. Our aim is to become the first option on that list 
 
 
 45 
 
 
 
 
 
 
 
 
 
B- Offline Marketing: 
 Events 
o Tikemon will organize their own events for its community, and sponsor different 
kinds of events. 
o Events are usually small-scale events to keep conviviality and exclusivity, like 
exhibitions, picnics, BBQs, etc.  
 Flyers 
o Flyers targeting foreigners will be distributed in Airbnb spaces, hostels, and 
crowded tourist areas like Shibuya or Asakusa 
  
 Word of mouth 
o Being the most important decision influential for going out and activities, we will 
rely on influencers and work hard to get positive reviews from customers  That 
Figure 8-1 Google search results for "tickets for events in Japan" 
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way those people will tell their friends abroad about our services whenever they 
come to Japan.  
 Public Relations and media 
o We would need strong Public Relations since exposure is very important in our 
industry. We would therefore aim not only to be spoken of in Japanese and 
European blogs but also to take part in television shows and have articles about us 
in magazines. 
 
Section 2. SALES STRATEGY 
Tikemon will start with three salesmen and one community manager. The salesmen are 
responsible for finding relevant events and contact organizers to get them on board. By analyzing 
TIcketPia’s financial statement we notice that they have spent more than double on Commission than 
what they paid on advertising and promotion. This tells us that the most expensive part is to get an 
event on board. Salesmen should be in direct contact with the organizer, or in the case of bigger 
institutions or venues, the marketing department of businesses to close the deal with them. The sales 
team will be incentivized by bringing in bigger and more relevant events on board. Special allocation 
will be given to salesman who can secure an exclusive deal with an organizer, meaning that the event 
will only be sold on Tikemon. Even if we have to cut our own profits to get exclusivity, it will 
provide us with a lot of users for free. Around 1% of the total revenues will be distributed among 
salespersons based on their achieved sales. Since organizers usually host multiple events, we aim to 
get a retention of organizers as high as 80%. In addition, after 6 months of execution, we expect 
organizers to start coming to us asking to promote their events on Tikemon. 
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Section 3. THE BUYING PROCESS 
Today in Japan, the buying process of a ticket starts with knowing or hearing about an event. 
With the high impact of social media, many times people know about an event without any effort, 
even without having initially planned or wanted to go out. After knowing about an event and making 
sure one is free and wants to go there, one typically asks a group of friends to join him or her. Once a 
group is set, the person will look to the link to purchase tickets to that event. Whether the event has 
been discovered on social media, on google/yahoo searches , on the website of the venue or the artist 
itself, or even through a blog or a promoting website like creativeman.jp, the person is usually 
offered the choice to purchase his ticket from one of the major ticketing companies: Ticketpia, e+ or 
Lawson Ticket. If the user has an account in only one of the proposed ticketing companies he or she 
will probably chose that one to continue his purchase. If not, then the choice will most likely be 
random. After clicking on one of the links, the user will land on a page dedicated to that particular 
event on the website he chose. After logging in or signing up, the user choses which type of tickets 
he/she wants and proceeds to the payment. The main forms of payments are credit card and kombini 
payments, followed by payeasy and atm payments.  Using credit card is more straightforward and 
payment is done and confirmed instantaneously. After that the ticket is either sent by post, received 
through kombini, or in some cases sent by email as an e-ticket. If the user choses the Kombini 
payment, then the ticket is reserved until he or she goes to the kombini counter and pays the full 
price of the ticket. Only then, will the ticket be confirmed, and the reservation completed.  
 
Section 4. DEFENSIVE STRATEGIES TO FEND OFF COMPETITORS 
Once the website takes more traction online, competitors might fight back in trying to imitate 
our services. Two or more websites might merge, making use of their huge databases. Travel agents 
might add a customized possibility in their services. The major ticketing websites might add a 
section for tourists. Competitors will most probably extend their advertising campaigns on the web 
and on the streets and might lower their advertising fees. Tikemon‘s defensive strategy is based on 
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the following: 
 Horizontal expanding based on lifestyle (food, fashion, transport...) 
 Innovative Branding (minimal, fresh, modern, easy to use) 
 Strong and dedicated Community both online and offline 
 Strong relations with organizers , facilitated by the exclusivity that Tikemon represents (only 
work with a handful of organizers and promote a limited number of events) 
 Promotions and incentives, targeted to our community  
 Become the reference for event discovery 
 Establishing deals with airlines, car rental companies, and accommodations (AirBnB) 
 Expanding to different cities and countries 
Collaborate with the major ticketing companies (like Ticketpia or e+) to help them promote part of 
their events to a new audience. 
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CHAPTER 9. PRICING 
Section 1. PRICING OVERVIEW 
We are looking for a way to acquire as many events as possible with the minimum advertising 
fee possible to start with. We also want to avoid falling into a price war and stay competitive when 
others lower their price. Since we want to offer premium services and want to be perceived as a 
premium ticketing brand in Japan, we need to have a premium pricing to stay competitive and 
innovative. In order to find our best pricing, we analyzed both our variable costs and the pricing of 
our competitors. That way we can set a value based price based on what customers (organizers) are 
paying competitors, while making sure our margins are still decent. 
 
 
Section 2. VARIABLE COSTS 
Not taking into account any marketing or advertising cost, our Variable Costs are mainly the 
online transaction costs. We are currently using Stripe Japan, which puts our costs at 3.6% per 
transaction. We can later reduce this cost by either rearranging the terms with Stripe (they have 
special offers for monthly sales exceeding 1 Million JPY) or using other payment gateways like 
Webpay which have less services but cost around 2.5% per month. Later on, if Bitcoins get more 
market share, they would represent a big opportunity for us since Bitcoin transactions cost less than 
1%. 
 
Section 3. COMPETITORS PRICING 
The main competitors can be divided into 3 main categories: Big companies, S&M (small and 
medium companies) targeting premium and S&M claiming cheapest price. 
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- Big Companies: 
The likes of Ticketpia, eplus and Lawson. They have most of the market share and offer very 
professional services to the organizers. However, their platforms are not user friendly at all and their 
events don’t target any specific audience. Their website is only in Japanese and contains very few 
pictures. Usually customers get to the event page from other websites, which are promoting the 
events, although some customers still browse for events there because of their huge database. 
Their pricing for non-seated events is ¥5000 per event + 8% per ticket sold.  
Table 9-1 Typical price of the big ticketing companies in Japan 
Company % fee fixed fee per ticket Fixed fee per event 
e+ light 8% 0 5000¥ 
 
- Premium S&M: 
The likes of Tixee, iFLyer, Cluberia. They are targeting smaller events who wouldn’t want to go 
through the e+ process and maybe don’t want to go for a ¥5000 commitment. In addition, these 
website are much more appealing, especially to the younger crowd and foreigners with both English 
and Japanese versions available, although event descriptions are not always translated. These 
websites, however, are not very well maintained and iFLyer and Cluberia only target clubbing events. 
Tixee offers a variety of categories and has a growing number of events. Their UX still lacks behind 
though.  
Table 9-2. Typical price of the premium S&M ticketing companies in Japan 
Company % fee per ticket fixed fee per ticket Fixed fee per event 
Livepocket Not fixed Not fixed 0 
Live3 Not fixed Not fixed  0 
ifyer 8% 200¥ 0 
Clubberia 5.4% 40¥ 0 
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- Inexpensive S&M:  
The leader in this category is Peatix. They offer the cheapest price for organizers and are solely 
focused on generating profits from maximizing the number of their events online. They do not verify 
any event information, content or accuracy. They claim to be the Eventbride of Eastern Asia. 
Eventbride are also present in Japan but do not have a large market share. Peatix’ price is 2.9% + 0.7 
¥ per ticket. 
Table 9-3. Typical price of the inexpensive S&M ticketing companies in Japan 
Company % fee per ticket fixed fee per ticket Fixed fee per event 
Peatix 4.9% 99¥ 0 
 
 
 
Section 4. TIKEMON’S VALUE: TICKETING PLATFORM + EVENT PROMOTER 
When selling tickets, Tikemon will act in some cases as a mere ticketing service and in other 
cases as both a promoter and a ticketing service. We intend to diversify our pricing strategy 
accordingly.  
1. Promoter + Ticketing Platform 
This happens when customers sign in to Tikemon to check out events, find what they like and buy 
the ticket. We will call these 1st degree sales. These customers wouldn’t have purchased a ticket to 
the event if Tikemon didn’t exist.  
2. Mere ticketing platform 
This happens when customers land on a Tikemon event page from an external website (Facebook, 
organizer website, promoter website…). We will call these 2nd degree sales. These customers would 
have gone to the event even if Tikemon did not exist.  
For us these 2 differences are very important. In fact, in the 2nd degree sales not only create 
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profits but also drive free traffic and generate new users and new opportunities. In 1st degree sales, 
Tikemon is using its own resources to offer the organizer a sale that he would not have achieved 
otherwise. We create a new market and thus new opportunities for the organizer. 
 
Our aim is therefore to use 2nd degree sales as a way to generate traffic, sell as much tickets as 
we can and add as many users as possible. We will then drive these users to buy new tickets to other 
events and generate 1st degree sales. These sales are the ones that will increase Tikemon’s value and 
generate the bigger profits. In conclusion, our aim is to be the best Promoter among all ticketing 
platforms in Tokyo by generating the highest percentage of 1st degree sales to total sales.  
 
 
Section 5. PRICING SOLUTION: TIME BASED PRICING  
Organizers typically sell their tickets across several platforms. In order for us to penetrate the 
market in a quick and efficient way, we have first to reduce transition cost for organizers as much as 
possible. For this reason, we will have no fixed fee per event so that organizers add us to their list of 
ticketing platforms freely. Next, to encourage them to sell through us more than others we have to be 
the cheapest of the services listed. For that reason, for all traffic generated by the organizers (2nd 
dregree sales) we want to be the cheapest. We will therefore price at 4.9% + 50¥ / ticket (Even 
cheaper than Peatix for all events cheaper than 3500¥, which is the case for most of the events sold 
on their website).  
However, for all 1st degree sales we believe that Tikemon’s value is greater and thus the price should 
be higher. We will price those for 7% + 100 ¥ / ticket (cheaper than e+ for events costing more than 
2500¥, which is the case for most of the events sold on these websites). 
Differentiating between 1st and 2nd degree sales is no easy process. To simplify things we will 
consider all last minute sales to be 1st degree sales. The main reason behind this is that we will be 
mostly promoting a “last minute” image and promoting last minute events through our networks and 
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ads. Last minute tickets are all tickets bought within 48 hours to the event date. We will consider any 
ticket sold more than 2 days before the event as 2nd degree sales, or sales coming from the 
organizers’ network.  
 
Summary 
Table 9-4. Differences between 1st and 2nd Degree Sales on Tikemon 
 1st Degree Sales 2nd Degree Sales 
Sales Generated by  Tikemon Organizer 
Benefits for Tikemon - Generates more profit 
- Increases Tikemon’s market 
value 
- Helps market penetration 
- Generates Traffic 
- Generates Sales 
- Generates new users  
Benefits for Organizer - New Market  Additional Sales 
- No Cannibalization  
- Still cheaper than many others 
- Cheapest Option with 
highest Quality 
Price 7% + 100¥ 4.9% + 50¥ 
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CHAPTER 10. SERVICE DESCRIPTION 
Section 1. THE GUEST’S PERSPECTIVE 
Guests are users who use Tikemon to purchase a ticket. Guests are offered a platform where they can 
see a list of available events and purchase their tickets easily. The website has 4 main pages: 
Homepage, My Tickets, Event Page, and Profile.   
 Homepage 
In this page, users see a list of available events, sorted by the most relevant. Relevance is 
based on both user’s preference and the date of the events with recent events prioritized. We identify 
user’s preference based on previous purchased tickets, “liked” events and from his/her Facebook 
likes. Each event is displayed together with a dominant picture describing the event. In order to 
insure the quality of the page, Tikemon ensures that all pictures uploaded are high quality, describe 
the event properly and do not contain any text (since all relevant information is found in the title and 
details, no need to repeat that in the picture). Tikemon is the only service is Japan that currently 
insures the quality of its event posters. Together with the event poster, users can view the date, venue 
and price of the event. In the case of an event with multiple tickets having multiple prices, the 
cheapest price will appear. Users will also have the option to search via the search bar. They can 
look for event names, artists, venues, dates, genres, etc. 
 Event Page: 
Each event has its own page that can be accessed through a unique URL (i.e 
www.tikemon.com/event1). Each event page contains all details about the event: a text explaining 
the details of that event, an interactive map showing the event location, the address of the location, 
the date and time of the event. In addition, the user can see all offered tickets, their descriptions and 
their price, and can click on any ticket to purchase it. Users can finally chose how many tickets they 
wish to purchase. Once the type of ticket and number of desired tickets is chosen and confirmed, the 
user is directed the payment page where he/she can finalize the purchase. 
 My tickets Page 
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Once a ticket is purchased, the ticket can be accessed on this page. The ticket from this page 
has to be shown at the door to be scanned. Each ticket has both a unique QR and a unique 6 digits 
code. On this page, both used and unused tickets are shown. Unused tickets are shown so that the 
user can remember where he has been, and serves as a window to allow users to rate and comment 
on their experience in that event. Ratings and comments will be sent to the organizer of that event. 
 Profile Page 
On this page, users can manage their profiles like event preferences, language preference, 
change their emails and password. In future versions, users will be able to set their payment methods 
on this page as well, once we introduce the Tikemon wallet. 
 
Section 2. THE ORGANIZER’S PERSPECTIVE 
Organizers have access to both a website and an app. The website is used to create their event and 
monitor it. The app is used to scan and manage their guests at the door. 
 Create event Page 
On that page organizers can easily enter all details of their events; event title, date, time, 
description, ticket names, types and prices and availability. Organizers can schedule the start and end 
of sales of each ticket type (usually used to sell “early birds” tickets at a cheaper price).  
 Organizers Zone 
In the organizers zone, organizers can monitor the progress of their events through 
Tikemon’s analytics. They can see graphs showing how many tickets from each type they have sold 
on each day, how much revenue they made. They can also know where their customers are coming 
from (how they heard about their events), whether it is from a Facebook link or Google, from 
Tikemon directly, or from other sources). Age and gender percentages will also show, but to keep 
the privacy of our users we will only show it as an average. That way, organizers can have an idea of 
what their audience looks like. Finally, on this page, organizers can monitor live how many people 
have already entered the event successfully. Organizers can chose to be notified when a certain 
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person is admitted to an event (can be used to give special attention to that person, maybe a VIP for 
example) 
 Scanning App:  
The scanning app allows organizers to scan the e-tickets of guests at the door. The scanning of 
tickets can be done in 3 different ways now, and we are working with organizers to figure out an 
innovative way that will be more useful and practical for them. Currently, organizers can either use 
the QR scanner, which is integrated within the app to scan the tickets that guests will show at the 
door, or print the list of users and manually check each user by looking at the 6 digits code of each 
ticket. A third way is to manually look for the guest on the app provided by Tikemon by wither 
searching his/her name or the code of the ticket 
Beside the website and app, Tikemon offers organizers different services.  
 Access to a new audience 
Through Tikemon, organizers can make sure to secure their audience early on. Instead of 
making all their sales on one day, they can start their sales early on and secure customers early on. In 
addition, by promoting their events “where people look for events”, they can reach a new audience. 
This is enhanced by Tikemon’s commitment to exclusively promote great events, which will ensure 
an ongoing flow of interested visitors  
 Early Profits 
Tikemon allows organizers to receive profits only two days after the event, which is the 
quickest in Japan. In addition, we are the only service in Japan that allows organizers to receive 
profits days before event. The reason we can offer this service is because unlike other websites, we 
carefully chose our organizers and we do not allow anyone to post an event. That allows us to make 
sure that the event will actually take place and is not a fraud. 
Ongoing Personal Support: Tikemon works hand in hand with each organizer to ensure satisfaction 
of attendees and maximize ticket sales. We offer our advices, insights, and expertize. In addition, we 
offer a special support to target both Japanese and International customers and come up with a 
marketing and communication strategy for that target (extra consultancy cost will apply in this case) 
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Section 3. GAMIFICATION STRATEGY FOR ORGANIZERS 
A gamification strategy will apply to organizers to keep them onboard and incentivize them to 
sell more tickets. The concept of gamification relies on applying game mechanics and game design 
techniques to engage and motivate people to achieve their goals. Gamification taps into the basic 
desires and needs of the users impulses, which revolve around the idea of Status and Achievement 
(Huotari, 2012). Companies have been known to use gamification to increase customer satisfaction 
and retention, and boost sales (Herger, 2011).  
- Gamification Rules for Tikemon Organizers:  
 When a member creates and publishes his first event, he becomes an Organizer and gets 
his L1 badge of Organizer. 
 When an Organizer sells 30 tickets for a single event he becomes L2 
o Organizer becomes able to cash in once before the event for his next event 
 When an Organizer creates 2 events he becomes L3 
o Organizer becomes able to cash in unlimited times before the event for his 
next event 
 When an Organizer creates 70 tickets he becomes L4 
o Organize becomes able to personalize his tickets 
 When an Organizer sells 100 tickets he becomes L5 
o Organizer can use plugin on his own website 
 When an Organizer creates 5 events he becomes L6 
o Organizer gets free featured event on the Tikemon homepage 
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Section 4. PRODUCT DEVELOPMENT 
Currently, the Tikemon website is a 100% adaptive website on all devices. Using the most 
recent Google framework of “Material Design”, the website adapts to the user’s devices. Whether 
using a laptop, tablet of phone from any size, the website displays accordingly. In addition, both an 
iPhone app and an Android App are available for organizers to scan tickets at the door.  
We are working on 2.0 versions for both our current website and Apps, and will launch mobile Apps 
for users on both iPhones and Android. The website is constantly tested on the most common 
browser, namely Firefox, Internet Explorer and Edge, Netscape, Safari and Google Chrome. 
An emphasis has been set on the security and confidentiality of the data (especially the financial 
information) by using the https protocol and IPSec tunneling.  
Development plans include Japanese and French support, as well as expansion on multiple servers to 
handle the load of users and information. A detailed hardware strategy will be defined during the 
development of the platform. 
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CHAPTER 11. ACTION PLAN AND MILESTONES 
Section 1. ACTION PLAN 
Tikemon aims to develop a fast-paced expanding strategy to Japan and East Asia in order 
to include the largest number of events and capture the largest number of customers.  The first step 
is to create a successful module for Tokyo for the first year of operation, then expand our market to 
Kansai (Osaka) , followed by Seoul, Shanghai, Hong Kong, and Singapore. All cities that has been 
chosen have at least a population of 5 Million, a large community of foreigners, and a strong buying 
power.   Our growth has to be consistent within 3 main areas: Number of events, Number of active 
users, and technology growth. Tikemon has just completed its pre-launch phase and has been 
operating in Beta version for 2 months now. Our aim is to launch officially with 10 events at the end 
of August.  
4 years from now, our aim is to be operating in six major cities, have 500,000 active users, 
350,000 active online community members, and 2800 events per month. That will generate 500 
Million JPY of revenue per month. Following our business model, we will never exceed 10 events 
per city per day to keep the exclusivity for organizers and the satisfaction for users. The following 
tables show Tikemon’s recent achievements and summarize our targets and milestones. 
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Table 11-1. Tikemon recent Updates 
Tikemon Recent Updates 
  Jan15 - Mar15 Apr15 - Jun15 Jul15 - Sept15 Oct15 - Dec15 
Administration 
Tikemon Incorporated 
as a KK in Tokyo 
Open a Bank Account (Still in 
process) 
    
    
Platform Development 
  Design website Architecture Code website v1.0 Code Website v1.0 
        
Design 
  Design Webpages 
Test and reiterate Webpages 
design 
  
      
Business Development 
  Design Wireframes  Test and Reiterate Wireframes Contact Organizers 
  Conduct online Ads tests Interviews with Organizers Study upcoming events 
  
   
  
  Jan16 - Mar16 Apr16 - Jun16 Jul16 - Sep16   
Administration 
        
        
Platform Development 
Website v1.0 ready Scanner App Ready     
Design branding and 
corporate identity 
Prepare creatives for 
marketing campaign 
    
Design 
    
        
Business Development 
Contact Organizers Soft launch with 2 events Launch Social Media Campaigns   
Study upcoming events 
Analyse data of website 
activity + customer feedback Official Launch!   
 
 
Table 11-2. Major targets and Milestones for Tikemon 
  Sep-16 Jun-17 Jun-18 Jun-19 Jun-20 
Cities 1 1 3 5 6 
Revenue / month ¥886,667 ¥14,176,000 ¥100,166,000 ¥281,310,106 ¥521,388,600 
Events per month 7 69 243 938 1738 
Event per city per day 0 2 3 6 10 
Users 1,000 20,000 120,000 280,000 500,000 
Facebook Likes 700 9,100 70,000 196,000 350,000 
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Table 11-3. Graph showing total projected number of events per month 
 
 
 
Table 11-4. Graph showing the projected number of events per city per day 
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Table 11-5. Graph showing Tikemon's estimated number of active users 
 
 
Section 2. MILESTONES OVERVIEW 
Tikemon has instituted control measures designed to accommodate an anticipated growth in sales 
and assets and at the same time produce sound liquidity position and acceptable profit margins. 
Specifically, we expect to meet the following financial goals over the next 4 years:  
 Reach 13.000 active users at the end of the first year of operation before launching 
in Osaka 
 Expand to a new city every 6 months after Osaka until we reach a total of 6 cities. 
After that, we will focus more on expanding the event quality and tickets purchased 
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per event. We will then consider moving away from Asia depending on the market 
situation. 
 Recruit 100 organizers before launching to a new city 
 Start breaking even monthly 2 years after the start of operations in June 2018. 
 Breakeven (get out of the “death valley”) after 27 months of operation, in 
September 2019. 
 Reach a monthly profit of 3.5M JPY after year 4 with an estimate growth of 20% 
 
Section 3. COST OVERVIEW 
Tikemon will need to raise a total of 45 Million JPY in all, which will be added to our profit 
of 80 Million JPY during our first 2 years, to cover the 130 Million JPY of total cost during that time. 
The money will be used in the following order: 
 Platform Development + Maintenance: JPY 26,000,000 (19%) 
o Since the platform and apps have already been built up to very high standards 
and are already running, there is no high cost at first to build the product. This 
cost mainly includes salary for the CTO, his engineers and one designer for 2 
years. It also includes the R&D cost to always be innovative and pioneer new 
concepts and features.  
 Marketing: JPY 35,000,000 (26%) 
o Marketing expense includes salaries paid to account executives, promotions 
campaigns , and commission for promoters who bring in events  
 New Market Expenses: JPY 28,000,000 (19%) 
o During the first 2 years we will start in Tokyo and expand to Osaka and Seoul. 
This expense includes the cost for brand awareness, establish a team, reach the 
first 10.000 customers in the city and gather of the initial 100 events from this 
city.  
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 Legal + Administration + HR: JPY 8,600,000 (7%) 
o This cost includes all cost accumulated at the office space , various costs and the 
legal fees to move to another city 
 Business Development and Operation: JPY 21,000,000 (16%) 
o This cost includes the CEO and city manager salary as well as HR.  Include all 
data analysis and strategies, as well as action plans for each city and the company 
in general. Each city is run by a highly qualified city/country manager with vast 
experience.  
 Community Management: JPY 11,400,000 (9%) 
o This cost includes our community on all major social media platforms, to acquire 
a large community and keep them involved and active. 
 Rent + Utilities: 4,500,000 (3%) 
Figure 11-1. Tikemon expense distribution for Year 1 and Year 2 
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Figure 11-2. Tikemon expense distribution for Year 4 to Year 4 
 
 
 
 
 
 
 
Section 4. INVESTMENT ROUND PROJECTIONS 
Round Number Date Amount to raise (JPY) Objective  
1  August 2016 5,000,000   - 10,000 users 
 - 30,000,000 JPY Sales  
 - V2 website  
 - Android and iPhone 
App for users 
2 September  
2017 
20,000,000  - Expand to Osaka  
 - 50,000 users 
 - 250,000 JPY Sales 
3 June 2017 25,000,000  - Break even 
 - 500,000 users 
 - 10B JPY Sales 
 - 85M JPY Profits 
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Section 5. EXIT STRATEGY 
Following the ticketing industry trend, an acquisition by either a Japanese ticketing giant, a 
Japanese internet giant or even an international ticketing company willing to enter the Japanese 
market is the most possible.  
Pandora’s acquisition of Ticketfly gives us a benchmark for the price. With a Sales OF 500M USD a 
year (around 50B JPY), it has been sold for 450M USD (around 45B JPY). Selling at 10% of that 
Sales to value ratio, Tikemon would, with a 7B JPY sales during its fourth year year be valuated at 
6300M JPY.  
Following this structure, and by investing in a total of 30% for 450,000 in Tikemon, investors will be 
making an ROI of 20 in 4 years. 
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CHAPTER 12. FINANCIAL PROJECTIONS 
Section 1. EVENTS AND SALES PROJECTIONS 
The following graphs depict Tikemon’s estimated event price, frequency and ticket sales for 
the first two years in Tokyo and Osaka. The average ticket price has been estimated from a market 
analysis and an overview of total events sold on t.pia.jp.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12-1. Events and Sales Projection for the first 2 years in Tokyo 
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Section 2. REVENUE PROJECTIONS 
After analyzing revenues for the first 2 years, we forecasted the revnue for the next 2 years, 
showing a similar pattern to growth in Osaka for the next cities to be targeted: Seoul, Shanghai, 
Hong Kong and Singapore.  
 
 
 
 
 
 
 
 
 
 
 
Figure 12-2. Events and Sales Projection for the first 2 years in Osaka 
Figure 12-3. Revenue Projection for the next 4 years 
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Figure 12-4. Graph showing Tikemon's revenue projection in the next 4 years 
 
 
 
Section 3. GROSS PROFIT PROJECTIONS 
With a Gross profit of 5% of Ticket price + 100 JPY per ticket sold, the gross profit 
projections have been set as follows.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12-5. Tikemon Gross Profit Projection for the next 4 years 
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Figure 12-6. Graph showing Tikemon's Gross Profit projection in the next 4 years 
 
 
 
 
Section 4. COST ESTIMATIONS PROJECTIONS 
To estimate the costs, the following assumptions have been made: 
 New Market Expenses: 5M JPY for local expansion. 10M JPY for international 
expansion 
 Platform: Costs increase with number of users + variations to accumulate new 
city/language 
 Engineers: 300,000 JPY to 400,000 JPY monthly salary 
 Designers: 300,000 JPY monthly salary 
 CTO and CEO: Starting salary 300,000 JPY monthly. Increases by 100,000 JPY 
monthly per year 
 Legal: Includes incorporation and legal issues 
 Administration: Includes all office operation costs + maintenance 
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 HR: Includes recruitment, training, and organization planning 
 City Manager:  
o One city manager for each operational city.  
o Salary: 400,000 to 500,000 JPY per month 
 Account Executive:  
o One account executive for each 100 events.  
o Salary: 300,000 JPY per month 
 Promotion:  
o 1% of revenue (Benchmarked from Ticketpia income statement) 
o Used to promote events and reach users 
 Commission for promoters: 
o 1% of revenues (Benchmarked from Ticketpia income statement) 
o Used to get events on board 
 Rent:  
o 150,000 rent per city (use shared spaces when possible ) 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 12-7. Estimation of Tikemon's costs for the first 4 years of operation 
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Section 5. TOTAL PROFIT PROJECTIONS 
 
Profits have been calculated as Gross Profit from all tickets in a period – total costs in that 
period. The following table and graph show the evolution of Tikemon’s total profit. Tikemon will be 
monthly profitable starting December 2018. The total breakeven point will happen in October 2019, 
with a trimester profit of JPY 30M (JPY 10M a month). As seen in the graph below, the maximum 
negative profibality would be JPY 45M.  
 
Figure 12-8. Tikemon's profit for the first 4 years 
  3 months 
Profit 
Accumulative Profit 
Sep-16 -¥1,260,000 -¥1,260,000 
Dec-16 -¥3,095,200 -¥4,355,200 
Mar-17 -¥6,286,800 -¥10,642,000 
Jun-17 -¥8,830,280 -¥19,472,280 
Sep-17 -¥5,626,800 -¥25,099,080 
Dec-17 -¥15,627,880 -¥40,726,960 
Mar-18 -¥442,260 -¥41,169,220 
Jun-18 -¥3,927,580 -¥45,096,800 
Sep-18 ¥3,695,020 -¥41,401,780 
Dec-18 -¥3,261,320 -¥44,663,100 
Mar-19 ¥7,145,280 -¥37,517,820 
Jun-19 ¥5,969,186 -¥31,548,634 
Sep-19 ¥25,924,483 -¥5,624,150 
Dec-19 ¥25,998,870 ¥20,374,720 
Mar-20 ¥31,571,268 ¥51,945,988 
Jun-20 ¥34,303,867 ¥86,249,854 
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Figure 12-9. Graph showing Tikemon's total profit in the next 4 years 
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CHAPTER 13. CONCLUSION 
Launching a startup in Japan is a process full with challenges. Compared to the USA, France, 
Germany and other countries in Europe, processes like incorporating a company and opening a bank 
account take longer, especially for foreigners. For foreign entrepreneur in Japan, many challenges 
arise, like the unfamiliarity with the culture, language barriers, lack of legitimacy, and lack of strong 
relationships as a starting point. However, those challenges can be overcome by finding a local 
partner, build strong relationships, rely on the foreign contacts and one’s embassy, and by learning 
the language and culture. Once challenges are overcome, many advantages arise from being a 
foreign entrepreneur, like identifying new opportunities because of a new perspective, speaking 
additional languages, which can help grow the company, positive discrimination, and the foreign 
community. In addition, Tokyo represents many opportunities, with a large market with strong 
purchasing power. The startup scene is getting much more momentum in Tokyo, with many startup 
competitions, conferences and activities being held regularly, like the Slush Asia Conference8 , a 
focal point for European and Asian startups and tech talent to meet with top-tier international 
investors, executives and media, which was held in May 2016 in Messe, Chiba.  
Tokyo is still being regarded as a hub for technology and innovation and has been ranked as 
second out of the 25 cities noted as tech capitals of tomorrow by Forbes Magazine. It is thus the 
ideal place to launch a startup and expand in Asia and worldwide.  
Being the 2nd largest market for ticketing in the world, it is a very appealing market for online 
ticketing companies. Although the competition in this market is increasing, launching a targeted 
service with great focus customer service for both organizers and users is key to succeed in this 
industry. Looking at the rapid growth of the tourism industry in Japan, Tikemon plans to succeed by 
joining both growing industries (ticketing and tourism) by helping organizers to reach foreigners and 
tourists, as well as helping foreigners discover the local events in Tokyo. Next, Tikemon will expand 
its market base by reaching more market share within the local community in Tokyo before moving 
                                                        
8 http://asia.slush.org/ 
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to Osaka after one year of operations. After four years of operation, Tikemon projects to be active in 
6 cities (Tokyo, Osaka, Seoul, Shanghai, Hong Kong, Singapore) to reach total sales of JPY 10B.  
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[1] Appendix 1:  Business Model Canvas 
1- Initial Business Model Canvas (Before Assumptions testing) 
 
2- Final Business Canvas (After Assumptions testing) 
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[2] Appendix 2: Survey questionnaire for students 
a- Survey Questionnaire:  
アンケート 
1- Age? 年齢？  
…………………. 
 
2- 性別？ 
a. 女                               b. 男 
 
3- How much do you spend per year on online purchases? 
年間にいくら位オンラインショッピングで買い物をしますか。 
a. 0 ¥ 
b. ¥ 1 - ¥ 5.000  
c. ¥ 5.001 - ¥ 10.000  
d. ¥ 10.001 - ¥ 30.000  
e. ¥ 30000 以上 
 
4- On how many events(concert, clubbing, cultural, educational …) do you go to per year? 
年間に何回位イベント（コンサート、クラブ、異文化系、教育系等）に行きますか。 
a. 0 
b. 1 - 3 
c. 4 - 10 
d. 10 以上 
 
5- How do you know about new events? 
a. Word of mouth  
b. Facebook 
c. Google 
d. Event discovery website 
d. Event website  
…………………………………………………………………………………………………………
………… 
e. Other (Please specify)その他（例を挙げてください） 
…………………………………………………………………………………………………………
………… 
 
7- Where do you buy tickets for events? (Multiple answers)  
a. At the door.  
b. At the konbini.  
c. Online: (Please specify Website) 
…………………………………………………………………………………………………………
………… 
d. Other: Please specify 
…………………………………………………………………………………………………………
………… 
 
8- Would you buy a ticket online for a 10-20% discount? 
a. いいえ 
b. はい 
 
9- I want to know more about such a website. 
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オンライン チケット 販売ウェブサイトの詳細を受けたい方。 
a. いいえ。 
b. はい。Email: ………………………………………………………………………….. 
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[3] Appendix 3: Survey questionnaire for foreigners 
1- Age? ？  
…………………. 
 
2- Gender? 
a. Woman                               b. Man 
 
3- How much do you spend per year on online purchases? 
a. 0 ¥ 
b. ¥ 1 - ¥ 5.000  
c. ¥ 5.001 - ¥ 10.000  
d. ¥ 10.001 - ¥ 30.000  
e. ¥ 30000 以上 
 
4- How long have you been in Japan for ? 
a. 1-10 Days 
b. 10-30 Days 
c. 1 – 6 Months  
d. 6 Months to 2 years 
 
5- How many events have you attended in Japan? 
a. 0 
b. 1 - 3 
c. 4 - 6  
d. 6 - 9  
e. More than 9 
 
6- How do you know about new events? 
a. Word of mouth  
b. Facebook 
c. Google 
d. Event website ( Please specify) 
…………………………………………………………………………………………………………
………… 
e. Other (Please specify) 
…………………………………………………………………………………………………………
………… 
 
7- Where do you buy tickets for events? 
a. At the door.  
b. At the konbini. c. Online: (Please specify Website) 
…………………………………………………………………………………………………………
………… 
d. Other: Please specify 
…………………………………………………………………………………………………………
………… 
 
8- Is there anything you wanted to see/do in Tokyo but couldn't ? 
a. Yes 
b.     No 
 
9- If your answer to Question 8 is “Yes” please specify why  
a. Lack of information 
b. Couldn’t find or purchase the ticket 
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c. Event ticket was too expensive 
d. Lack of time 
Other 
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[4] Appendix 4: Distribution of Events by Genre in Japan 
(Data extracted from T.pia.jp on the 25th May 2016) 
 
Jun-16 Jul-16 Average Percentage of total 
Total 3660 3604 3632 100% 
Drama 681 694 688 18.9% 
Theater 144 120 132 
 Reading reading 6 3 5 
 Musical Show  86 107 97 
 Puppetry Character  3 4 4 
 Ballet Dance  36 66 51 
 Performance  12 13 13 
 Festival 0 3 2 
 Kabuki-classical performing arts  42 67 55 
 Vaudeville, Comedy  341 302 322 
 Theater Other  11 9 10 
 Movie  115 52 84 2.3% 
Japanese Movie  31 13 22 
 Movie  16 13 15 
 Stage greeting  28 2 15 
 Film Festival 2 3 3 
 Movie Others  38 21 30 
 Art 93 136 115 3.2% 
Classic  462 492 477 13.1% 
Orchestra  145 158 152 
 Instrumental music, chamber music  205 193 199 
 Opera Vocal  48 34 41 
 Band  26 25 26 
 Chorus  11 12 12 
 Classic Japanese music 2 4 3 
 Festival 9 50 30 
 Classic Other  16 16 16 
 Sports 635 594 615 16.9% 
Football  220 228 224 
 Baseball  180 186 183 
 Rugby 10 2 6 
 Basketball  4 4 4 
 Volleyball 4 0 2 
 American Football  6 1 4 
 Ball Game other 7 0 4 
 Wrestling  129 112 121 
 Boxing  8 7 8 
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Martial Arts  22 12 17 
 Sumo, martial arts  2 14 8 
 Motor Sports  8 8 8 
 Golf  7 9 8 
 Sports Others  28 11 20 
 Music 1274 1305 1290 35.5% 
jazz 62 67 65 
 J-Pop - J-Rock 920 932 926 
 Enka Japanese music 112 103 108 
 Anime Song 6 3 5 
 Chanson 8 9 9 
 Western 94 95 95 
 Folk music 11 5 8 
 festival 12 49 31 
 Music Other 49 42 46 
 Other 400 331 366 10.1% 
Lectures and talk show  42 26 34 
 Children's & Family 6 32 19 
 Circus  9 14 12 
 Performance  13 1 7 
 Shaw fan events  22 9 16 
 Festival fireworks display  6 25 16 
 Dinner Show  6 20 13 
 Exposition, exhibitions and trade fairs  42 9 26 
 School Leisure  21 46 34 
 Amusement  155 18 87 
 Events Others  78 131 105 
 
     Same events happening in different places are counted as ONE 
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[5] Appendix 5: Distribution of Music events in Japan 
(Data extracted from T.pia.jp on the 25th May 2016) 
  Average per month Percentage of total 
Music 1767 100.0% 
Modern 1290 73.0% 
jazz 65 3.7% 
J-Pop - J-Rock 926 52.4% 
Enka Japanese music 108 6.1% 
Anime Song 5 0.3% 
Chanson 9 0.5% 
Western 95 5.3% 
Folk music 8 0.5% 
festival 31 1.7% 
Music Other 46 2.6% 
Classic  477 27.0% 
Orchestra  152 8.6% 
Instrumental music, chamber 
music  199 11.3% 
Opera Vocal  41 2.3% 
Band  26 1.4% 
Chorus  12 0.7% 
Classic Japanese music 3 0.2% 
Festival 30 1.7% 
Classic Other  16 0.9% 
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[6] Appendix 6:Distribution of Events by Region in Japan 
(Data extracted from T.pia.jp on the 25th May 2016) 
Drama 683 701 692 100.00% 
Kanto  348 294 321 46.39% 
Kansai 171 177 174 25.14% 
Chuugoku 65 88 77 11.05% 
Kyushu-Okinawa  41 51 46 6.65% 
Hokkaido  13 17 15 2.17% 
Shikoku 21 31 26 3.76% 
Toohoku 14 25 20 2.82% 
Chuubu 10 18 14 2.02% 
Movie  94 30 75 100.00% 
Kanto Koshinetsu 36 10 23 30.87% 
Kansai 27 10 19 24.83% 
Chuugoku 18 5 12 15.44% 
Kyushu-Okinawa  10 5 8 10.07% 
Hokkaido  3 0 2 2.01% 
Shikoku 10 3 7 8.72% 
Toohoku 3 0 2 2.01% 
Chuubu 6 3 5 6.04% 
Art 93 136 114 100.00% 
Kanto Koshinetsu 28 42 35 30.70% 
Kansai 17 24 21 17.98% 
Chuugoku 13 21 17 14.91% 
Kyushu-Okinawa  13 23 18 15.79% 
Hokkaido  6 8 7 6.14% 
Shikoku 8 9 9 7.46% 
Toohoku 2 2 2 1.75% 
Chuubu 6 6 6 5.26% 
Classic  460 483 472 100.00% 
Kanto Koshinetsu 228 234 231 48.99% 
Kansai 82 75 79 16.65% 
Chuugoku 66 63 65 13.68% 
Kyushu-Okinawa  29 66 48 10.07% 
Hokkaido  19 9 14 2.97% 
Shikoku 12 16 14 2.97% 
Toohoku 17 13 15 3.18% 
Chuubu 7 7 7 1.48% 
Sports 629 586 608 100.00% 
Kanto Koshinetsu 249 207 228 37.53% 
Kansai 118 88 103 16.95% 
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Chuugoku 66 71 69 11.28% 
Kyushu-Okinawa  68 71 70 11.44% 
Hokkaido  29 31 30 4.94% 
Shikoku 39 60 50 8.15% 
Toohoku 47 46 47 7.65% 
Chuubu 13 12 13 2.06% 
Music 2431 2238 2335 100.00% 
Kanto Koshinetsu 814 785 800 34.25% 
Kansai 517 457 487 20.86% 
Chuugoku 354 352 353 15.12% 
Kyushu-Okinawa  228 184 206 8.82% 
Hokkaido  104 88 96 4.11% 
Shikoku 220 173 197 8.42% 
Toohoku 140 140 140 6.00% 
Chuubu 54 59 57 2.42% 
Other 387 419 403 100.00% 
Kanto Koshinetsu 166 148 157 38.96% 
Kansai 47 66 57 14.02% 
Chuugoku 63 84 74 18.24% 
Kyushu-Okinawa  67 63 65 16.13% 
Hokkaido  16 11 14 3.35% 
Shikoku 12 15 14 3.35% 
Toohoku 12 20 16 3.97% 
Chuubu 4 12 8 1.99% 
     Same events happening in different regions are counted twice 
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[7] Appendix 7: Distribution of events by region in Japan (Summary) 
(Data extracted from T.pia.jp on the 25th May 2016) 
 
 
Jun-16 Jul-16 Average 
% of 
total Popoulation population/events 
Total 4777 4593 4697 100% 126,118,672 26,851 
Kanto  1869 1720 1795 38.21% 42,598,300 23,738 
Kansai 979 897 938 19.97% 22,757,897 24,262 
Chuugoku 645 684 665 14.15% 7,563,428 11,382 
Kyushu-Okinawa  456 463 460 9.78% 13,231,995 28,797 
Hokkaido  190 164 177 3.77% 5,383,579 30,416 
Shikoku 322 307 315 6.70% 3,847,120 12,232 
Toohoku 235 246 241 5.12% 9,020,531 37,507 
Chuubu 100 117 109 2.31% 21,715,822 200,146 
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[8] Appendix 8: Ticketpia income statement  
(Data extracted from Ticketpia full financial report and translated into English : 
http://corporate.pia.jp/news/%E3%80%904337%E3%81%B4%E3%81%82%E3%80%91%E6%B1
%BA%E7%AE%97%E7%9F%AD%E4%BF%A1%E5%85%A8%E6%96%8720160510.pdf) 
 
 Consolidated Income Statement Ticket Pia 
   
  
Apr 2014 - Mar 
2015 
Apr 2015 - Mar 
2016 Y2Y difference 
  (1000 Yen) (1000 Yen)   
amount of sales 127,145,556 138,624,213 9.0% 
Cost of sales 115,999,903 126,773,579 9.3% 
Gross profit 11,145,653 11,850,634 6.3% 
   Gross Margin 8.8% 8.5% -2.5% 
Selling, general and administrative expenses 
   Packing freight costs 115,585 108,220 -6.4% 
Advertising sales promotion costs 690,804 703,778 1.9% 
Sales commission 1,744,138 1,820,854 4.4% 
      Commission + Promotion cost  2,434,942 2,524,632 3.7% 
Provision of allowance for doubtful accounts 27,359 0   
Executive compensation 227,693 259,565 14.0% 
Salaries and bonuses 3,267,650 3,256,533 -0.3% 
Bonus provision 256,798 256,302 -0.2% 
Retirement benefit expenses 247,191 130,745 -47.1% 
Provision for directors' retirement benefits 4,412 0 X 
Welfare expense 423,969 556,605 31.3% 
Travel and transportation expenses 183,064 193,045 5.5% 
Communications expenses 102,511 80,747 -21.2% 
Rent 520,510 566,203 8.8% 
Outsourcing expenses 703,743 841,298 19.5% 
Depreciation and amortization 57,094 87,349 53.0% 
Amortization of goodwill 2,095 0 X 
Other 1,265,103 1,377,323 8.9% 
Selling, general and administrative expenses total 9,839,727 10,238,574 4.1% 
Operating income 1,270,925 1,527,060 20.2% 
Non-operating income 
  
  
Interest income 2,527 2,805 11.0% 
Dividend income 5,840 6,734 15.3% 
Investment gain on equity method 21,537 0 X 
 92 
Reversal of allowance for doubtful accounts 0 6,293 X 
Other 3,568 3,443 -3.5% 
Non-operating income total 33,474 19,276 -42.4% 
Non-operating expense       
Interest expense 16,338 9,604 -41.2% 
Various debt consolidation loss 486 0 -100.0% 
Equity in losses of affiliates 0 59,259 X 
Other 2,393 4,817 101.3% 
Total non-operating expenses 19,218 73,680 283.4% 
Ordinary income 1,285,180 1,472,655 14.6% 
Extraordinary income       
Gain on sale of investment securities 34,681 7,249 -79.1% 
Extraordinary income total 34,681 7,249 -79.1% 
Extraordinary loss     
 Loss on disposal of fixed assets 0 3,263 X 
Impairment loss 0 30,045 X 
Relationship company stock valuation loss 29,999 0 X 
Extraordinary loss total 29,999 33,309 11.0% 
Net income before income taxes 1,289,862 1,446,596 12.2% 
Corporation tax, inhabitants tax and business tax 155,699 233,394 49.9% 
Income taxes-deferred △ 58,761 △ 2,454   
Total income taxes 96,938 230,939 138.2% 
Net income 1,192,924 1,215,656 1.9% 
Net income attributable to non-controlling shareholder 5,820 6,184 6.3% 
Net income attributable to parent company shareholders 1,187,104 1,209,471 1.9% 
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[9] Appendix 9: Spending of tourists on events in Japan in 2015 
(Based on the “Consumption Trend Survey for Foreigners Visiting Japan Jan2015 – Dec2015” by 
Japan Tourism Agency) 
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[10] Appendix 10: One pager service description for organizers 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Exhibit 7: How-to description on tikemon.com 
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[11] Appendix 11: Screenshot of How-to description on tikemon.com 
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[12] Appendix 12: Homepage and event page screenshots of www.tikemon.com 
 
- Tikemon Homepage 
 
- Tikemon Event page 
 
 
 
